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LAWN MOWERS 






Sold only through 
HARDWARE DEALERS AND SEEDSMEN 
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All these 


are standard 
products of the 
Lamson line 
































In producing and distributing the 
most complete line of bolt and 
nut products in the world, Lamson 
& Sessions offer consumers and 
distributors advantages they can 
readily appreciate. Included in 
the Lamson line are— 


Cap Screws 
Machine Bolts 
Carriage Bolts 

Lag Bolts 

Plow Bolts 
Elevator Bolts 
Step Bolts 

Stove Bolts 

Heel Bolts 
Fitting-Up Bolts 
Hot Pressed Nuts 
Cold Punched Nuts 
Semi-Finished Nuts 
Castellated Nuts 
Studs 

Spreader Rods 
Grass Rods 

Pipe Plugs 

Wire Rope Clips 
Cotter Pins 


Lippyf 


: 


Large stocks in complete assort- 
ments are ready for prompt 
shipment at all times. 

THE 
LAMSON & SESSIONS CO. 


General Offices 
Cleveland, Ohio 


& SESSIONS 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 
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AMERICAN BRIDGE COMPANY 
AMERICAN SHEET AND TIN PLATE COMPANY CYCLONE FeENcE COMPANY 


PEDERAL SHIPBUILDING AND Dry Dock COMPANY NATIONAL TUBE. COMPANY ; 
Export Distributors—United States Steel Products Co., New York City 


AMERICAN STEEL AND WIRE COMPANY 
Pac. Coast Distributors—United States Steel Products Co. Columbia Dept., San Francisco, Los Angeles, Portland, Seattle, Honolulu. 
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BILLIONS AT STAKE 





IFTY-SEVEN billion dollars—that 

is the American farmers’ estimated 
investment in equipment, buildings and 
land. In safeguarding the principal and 
increasing the yield, AMERICAN Sheets 
are the farmers’ staunch ally. 
Culverts of Keystone, the original Cop- 
per Steel, are strong and economical for 
drainage systems of highways, railways, 
aviation fields—and likewise for farms. 


Save with Steel 


Use Apollo and Apollo-Keystone Gal- 
vanized Sheets for fire and weatherproof 
construction for storage or.equipment. 
AMERICAN Sheets for implements, bins, 
tanks, buildings, and the host of uses to 
which sheet metal is adapted, will be 
found economical and reliable—thus 
helping the farmer to secure the best 
possible return on his investment and 
labor. Sold sa apart metal merc aants. 














_ American Sheet and Tin Plate Company vi vy 








Neer Abell Generat Orrices: Frick Building, PitrseurGH, PA. 


Flug Sussipiary OF, UNITED STATES STEEL CORPORATION 





PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES OF UNITED STATES STEEL CORPORATION: 


CARNEGIE STEEL COMPANY 


ILLINOIS STEEL COMPANY THE LORAIN STEEL COMPANY 


MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & R. R. COMPANY 
“UNIVERSAL ATLAS CEMENT COMPANY 
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HARDWARE for theHOME 


A reminder of three hardware items 


which fill a definite need 
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ADJUSTABLE Ar 
Z 4 “a 
~~ CLOTHES : 
HANGER BAR DRAPERY P 
No. 7020 HOLDER 
No. 420 
Takes the place of : : 
matceskite a ie Nout of the way DOOR HOLDERS 
handle, curtain rod Holds draperies and No. 456 Wrought Steel 
orgaspipe. Thisnew curtains back from No. 457 Wrought Brass 
clothes preserver has the veges gg Folds 
been welcomed by 4 ae See ey Easy to operate. They 
housewives. eae ae ae are —— useful 
Saves curtains and drap- for holding doors in 
Three sizes: 18”, 30” a sere — = any position against 
and 48”, the 18” size ee — drafts and prevent 
” ncreases ventilation. Fy 
is adjustable to 30”, the doors from slam- F 
the 30” size to 48” Reversible ming. 
a wv »-—can be 
the 48° size to 78°. es either Composition rubber 
right or tip holds on an 
Display them and Te ery at oor =<daaal A 
they sell themselves. ‘dilatinase: “hii, 
“ae 








Full information on any of these items is available—don’t post- 
pone sending for it. Write us and we will give you the whole 
story on these convenient items which appeal to every housewife. 


THE STANLEY WORKS 


New Britain, Conn. 


STANLEY HARDWARE 
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Patented 
Features of 





Two features of established merit win pump business for 
Myers dealers. One to reduce pump labor a third—the other 
to protect and preserve pump leathers—both of utmost impor- 
tance in the performance and life of the pump—form a com- 
bination with a strong appeal to discriminating pump buyers. 


Interpreted in terms of dollars and cents—more business, 
more profits. Interpreted in service—more de- 
pendable, longer lived water facilities. Goodwill 
builders. Double profit makers. And this is the 


goal you are striving for when the gong rings. 


You need the Myers Line of Hand and Windmill, Well, 
House and Cistern Pumps, Pump Stands and Tank Pumps to 
boost your pump business. And besides you have the complete 
line of Myers Self-Oiling Power Pumps, Water Systems and 
Pumping Jacks to draw on when your customers are interested 
in larger capacity outfits. 


Act today—write or wire. 


mz F.E.MYERS & BRO.¢ce: 


ASHLAND, OHIO. 


urers for over Fifty Years of MYERS HONOR-BILT PUMPS for E 


INLOADING TOOLS ~ 5-7 eae end 


Manufact Hh Seep GRAIN 
WATER SYS GARAGE DOOR HANGERS: STORE LADDERS. Etc. 
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PUMPS-WATER SYSTEMS -HAY TOOLS -DOOR HANGERS 
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BACKED BY A FAMOUS GUARANTEE 


Every tool in the wide and varied Crescent - Smith & Hemenway line 
carries an unconditional guarantee of “satisfaction or your money 
back”. The fact that Crescent design and workmanship permits so 


broad and generous a guarantee is, in itself, convincing evidence of 
quality and honest value. Crescent Tool Company, Jamestown, N.Y. 


























RESCENT sess’ TOOLS 
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Other 


ACCO CHAIN 


Specialties 


Porch Swing Chains 
Hammock Chains 
Sash Chain 
Dog Leads 
Dog and Kennel Chains 
Wagon Chains 
Coil Chain, Welded and 
Weldless 
Plumber and Safety 
Chain 
Log or Binding Chains 
Well Chain 
Trace Chains 
Heel Chains 
Butt Chains 
Breast Chains 
Halter Chains 
Repair and Lap Links 
Hooks and Cold Shuts, 
etc. 















Hay G this Halter and Dog 
Chain assortment in plain 
view—it is a timely reminder 
for profitable sales. 





In fact, the summer months are the best season for all 
farm chains. Check and fill in your stock today. Sell 
the best. Specify and insist that you get “ACCO” 
Chain. It is made by the World’s Largest Manufacturer 
of Welded and Weldless Chains for All Purposes—the 


AMERICAN CHAIN COMPANY, Inc. 


BRIDGEPORT, CONNECTICUT 
District Sales Offices: Boston Chicago New York Philadelphia 
Pittsburgh San Francisco 
In Canada: Dominion Chain Company, Limited, Niagara Falls, Ontario 
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634 EDITORS | 


U. B. P. PUBLICATIONS 


@ Broadly Cover the Following Fields 
METAL TRADES Motor World Wholesale 


The Iron Age The Commercial Car Journal 
and Operation G 
HARDWARE TRADE Maintenance 


Hardware Age — Industrial Red 


Hardware Age Catalog ; : 
Hardware Age Verified List sai cine Automotive Multi 


























Chilton Aero Directory and 
TEXTILE Catalog : 
Dry Goods Economist : 
Economist Buyers Directory OIL " 
Nugents Oil Field Engineering | 
Nugent's Directory Chilton Petroleum Hand 


National Dry Goods Report- Book 
er, Wholesale 
Chicago Where To Buy Book TOYS 


SHOES AND HOSIERY '°Y World 
Boot and Shoe Recorder PLUMBING & HEATING 
Hosiery Age Sanitary and Heating Age 


JEWELRY & OPTICAL yp rriQu SINC 


The Jewelers’ Circular 
The Optical Journal 


3 


Distribution and Ware- 


The Jewelers’ Circular housing 
Buyers’ Directory INSURANCE 
AUTOMOTIVE The Spectator 


Automotive Industries LUMBER 


Automobile Trade Journal 
and Motor Age National Lumberman 


UNITED BUSINESS 


239 WEST 39th ST. 


A. C. PEARSON, CHAIRMAN FRITZ-J. FRANK, PRESIDENT C. A. MUSSELMAN, 
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PUBLISHERS, INC. 


NEW YORK 


ARNOLD L. DAVIS, SECRETARY F. C. STEVENS, TREASURER 


VICE-PRESIDENT 


@ KEEP us fully informed of conditions 


in the broad field of business and 


trade. 


FROM the great fund of facts constantly assembled by this 
large, able group, we bring to our efforts as publishers of 
some thirty publications and services a broader viewpoint, 
and the ability to serve fully and well. 


BY dealing exclusively in facts, production in America has 


come to be world renowned. By a similar emphasis 
on fact, distribution will cure itself of many of its weaknesses. 


BY dealing in facts we have won the loyalty and regard of 
our hundreds of thousands of subscribers, and materially 


assist In keeping billions of dollars worth of merchandise in 


motion. 
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‘Pittsburgh’? Teamwork 
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The merchants who owns his own 
business, either wholly or iv part, 
deserves the whole~hearted support | 
of every fair minded manufacturer. 


His initiative, loyalty and leader~ 
ship should be rewarded 1 1 17 


KS. Nill 


Presidents 
Pittsburgh Steel Company 
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YEAR ago we first published the above 
expression of our long established 
policy of selling only through the regular 
channels of distribution. Pittsburgh Fence 
will never be permitted, even indirectly, to 
get into channels that will bring unfair 
competition. We’re keeping up our end of the 
double-tree and the road ahead looks fine. 


Pittsburgh Fence 


Os TNR 














[ Pittsburgh Steel Co.) 
New York Chicago Detroit San Francisco 
Pittsburgh Memphis Dallas Syracuse 
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NISTON 


PROTECTED BY 

NATIONAL PATENT 

CORPORATION 
CHICAGO 














ence over all other methods of nailing corrugated sheet 
steel or iron roofing—metal shingles—metal tile—and 
slate and prepared roofing. 

Practical builders have been quick to appreciate the ad- 
vantages of the exclusive Deniston “led-hed” design and the 
demand grows wherever they are shown. 

Dealers everywhere report volume sales and satisfactory 
profits on this easy driving, weather-proof sealing, long lasting, 
Deniston “led-hed” roofing nail which is better than lead 
washers and costs less per nail than ordinary lead head nails. 

Furnished in 1142”, 134”, 2”, 214” and 214” lengths No. 10 
gauge—Bright or hot galvanized—also made in pure copper. 

Increase your roofing nail business—‘Cash in” on Deniston 
*led-hed” popularity. Ask your jobber or write today for 
samples and complete information. 


THE DENISTON CO., Chicago, IIl. 
4858 So. Western Ave. 


r | SHIS modern roofing nail is constantly winning the prefer- 


THE DENISTON COMPANY, 

4858 So. Western Ave., Chicago, III. 

Gentlemen: Please send samples and complete information on DENISTON 
**led-hed” Nails. 
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RICHARDSON’S 
ACTION— Koller Skates 


You Make Money 
WITH THIS NEW SELLING PLAN 


A NEW money making opportunity is now open 
to you... a new plan of merchandising 
the finest skates on the market today .. . a human 
appeal program which actually brings the customers 
to your store—sells them——and puts them to work 
for you making possible additional sales for you! 


The plan for you is.complete . . . we supply you 
with the material to bring them in—to sell them— 
and to keep the customers interested—and you make 
money by so doing . . . if you haven’t received a 
broadside of the complete selling plan, write for it 
today—no obligation, of course! 








Door Bells That Ring Cash Registers 
A Fine Variety for the Hardware Trade 


Bell shown is the Rotary Elec- 
tric Stroke type made from 
sheet steel. 

Antique Copper Finish or 
Nickel Plated. The HILL line 
comprises Door Bells Tea 
Bells, and Call Bells that have 
the call. 


Send for catalogs and prices. 


The N.-N. Hill Brass Co. 
Manufacturers of Bells and Toys 
33 Skinner St. 

ws EAST HAMPTON, CONN. 














“The First Best Skate — The Best Skate Today” 








Richardson Ball Bearing Skate Co. 


Established 1884 
3300 Ravenswood Avenue, Chicago 
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No Matter How Hot 


“Old Sol” climbs 
pretty high these 
days, but he cannot 
make it too hot for 
Slipknot Friction 
Tape. 















No matter how 
sticky or sultry the 
weather, Slipknot 
Friction Tape never 
dries out and de- 
teriorates. The 
hotter the weath- 
er, the more it 
proves its real ad- 
hesiveness when 
put to the test. 
Good reason for 
selling it. It gives 
entire satisfaction. 


Put up especially for the Hardware trade in 1, 2, 
4, and 8 ounce rolls in Orange and Blue packages. 
Attractive Counter Display Carton for one ounce and 
two ounce rolls. 


SOLD THROUGH JOBBERS 


Also manufacturers of Rubber Heels and Composition Tapes 
RUBBER BANDS “DIME ASSORTMENT” DISPLAY CARTON 


Plymouth Rubber Company, Inc. 
1000 Revere St. 


Canton, Mass. 








SIR NORMAN 3 in 1 


This all steel, electrically 






Coaster welded wagon captures 

os every boy who sees it. 
ump Smoke: ‘ 

Siacan Dumps easily—turning the 


handle raises the body. 
Coasts like a bicycle. Runs 
like an Express and serves 
all three purposes. 


Exceptionally strong — 
“ holds a half-ton load. No 

tolts. No nuts. Sizes: 
Send for folder and prices. 36" x 14”, 30” x 12”, 37” 
x 15” and 31” x 13”. 


The NORMAN Mfg. Co., Inc., Shickshinny, Pa. 











For Guns, Reels and 
Home Machines 


FALL TRADE 


UNTERS _ looking 

ahead to Fall will 
come in early for a bottle, 
can or tube of Hoppe’s 
No. 9 to clean the gun 
bore and prevent RUST. 
Oil for the working parts. 
Grease to prevent RUST. 
Helping you to sell guns. 
Order from your jobber. 


FRANK A. HOPPE, INC. 
2314-H N. 8th St., 
Philadelphia, Pa. 




















QUALITY-BUILT 
STEEL PULLEYS 


TACKLE or AWNING PUL- 
LEYS IN A VARIETY OF 
SIZES — GALVANIZED 
FINISH 
Superior in every way to cast 
iron pulleys. Sold at equal 

or lower prices. 

See your jobber or write direct 

for prices and information. 

Jobber’s inquiries invited. 

Hart & Cooley Mfg. Co 
Successors to Federal Mfg. Co. 


61 W. Kinzie Street, Chicago 
Factory—Holland, Michigan 
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“No Finer 
Gun Ever Made” 


(Theodore Roosevelt) 


Just as this extra long range Super-Fox Double 
reaches out and gets the ducks with its close, 
even pattern, so does Fox value and reputa- 
tion reach out and convince your customers 
who know shotgun merit when they see it. 
Stock up this fall . . . . make this much adver- 
tised famous H.E.Grade Super-Fox your 
leader . . . . and watch shotgun profits mount. 
This special long range Fox is over-bored and 
gives exceptional patterns—at 40 to 60 yards and 
above. All stock guns bored full choke; guaran- 
teed patterns of from 80 to 85%. Bored and 
chambered to shoot any shells of 2% inches; 
chambered for 3 inch shells to order ... 12 an 
20 gauges, 30 or 32 inch barrels. 

DT NN S.0 oe this a he ad 4s a WD 6 0 eae ee wee $66.50 


A. H. FOX SHOTGUNS 
Manufactured b 

SAVAGE ARMS : CORPORATION 
Utica, N. Y. 









ALDEN GLAZE CO. EDWIN J. HUGHES 
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THE VOGUE 


for Par Bags insures 
quick sales 


We've made Par-Bags the vogue 
wherever golf is played, by our . 
a As % 
style originations and by offer- 
ing the golfer greater values. 









Dealers welcome the vogue for 
Par-Bags because every number 
in the complete line is priced to 
insure generous dealer profits. 


Send for catalogue and samples of 
our six leaders. 








Pacific Coast Rep. Eastern Rep. 


143 2nd Street 1270 Broadway 
San Francisco New York 


Atlantic Products Corp., Trenton, N. J. 

















The Sensation 
of Toy Creation 


Wilkinson’s Running Pony wins 
every child that sees it. It is dif- 
ferent from any other “Hobby.” 






A rocking motion 
starts the horse mov- 
ing; a pull of the 
reins and he walks. 


It canters about the 
Park, Lawn, Hall or 
Home like a real 
pony. Can be guided 
by the reins in any 
direction. 


Kiddies can race with 
neighbors. 


Wilkinson’s Running Pony 


is truly a physical developer and muscle trainer; brings 
health and happiness to youngsters. Sizes, decorations, 
and prices to meet requirements of creepers to lodge- 
room candidates. Can be had with horns, short or long 
ears, for conferring degrees. 

Nicely finished. Sells quickly on demonstration. 


Sample $6.00 


World’s Patents Pending 


J. F. WILKINSON, M. E. 


328 Chestnut Street, Gardner, Mass. 








Powerful Allies to 
QUICK SALES 


1. Realism—A flash and BANG like 
a real gun .. . with real smoke. 
2. Noise—All the noise any boy 
wants. The larger the gun the louder 
the bang. 

"3. Safety—No matches. No gun- 
powder. No danger from gun-powder 
burns or gunshot wounds. 


BIG-BANG 


SAFE CELEBRATORS 


Field Artillery—Heavy Artillery— 
Bombing Plane— Army Tank— 
Navy Gunboat—‘Safety” Pistol. 
Retail prices, $1.00 to $5.50. 








NOTICE: All Infringements on 
our Patents will be vigorously 
Prosecuted. 


For every boy a safe 
shooting toy with a 
real flash and bang. 











THE CONESTOGA CORPORATION 
Main Office and Factory 
BETHLEHEM, PA., U. S. A. 


Permanent Showroom 
Room 461, Fifth Ave. Building, New York City 
Export Dept.: Office No. 605, 130 Pearl St., New York City 
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FAMOUS SELLING 
REASONS 


ele 
73 Years ExPeRIENCE—as manufac- 
turers of high quality saws. 

e2Ze 
Tue Best Marteriat—SILver STEEL 
Atkins’ exclusive formula. 

eBe 
Untrorm Temper—no soft or hard 
spots, holds tension. 

e4e 
Perrect Worxmansnip—the best 
brains, skill and money can produce. 

e5e 
Exc.ustve Features—in both design 
and finish are exclusive with Atkins. 

eGe 
Erriciency—cuts faster because of 
sharp, correct skaped teeth and 
grinding. oT. 
Lone Lastinc—SILver STeEt lasts 
longer than ordinary saw steel. 

eBe 
User Protectep—every Atkins 
product has the maker’s name clearly 
etched in the blade and is a positive 
guarantee of satisfaction. 

eDe 
Steapy Demanp—resale value of 
Atkins Saws is greater than just 
ordi saws. 

inal °1@e 

DistrisuTion — Service Plants: 
Atlanta, Chicago, Memphis, New 
Orleans, New York, Portland, Seattle, 
San Francisco, Vancouver, B. C., 
and Paris, France. Factories: 
Machine Knife, Lancaster, 
N. Y.; Grinding Wheel, 
Detroit, Mich.; Cantol 
Waz, Bloomington, 
Ind. Canadian, 
Hamilton, 
Ontario. 





r THOSE WHO SELL 


“ATKINS PRODUCTS 





PROGRESS with the Times... 


Atkins No. 10 Hack Saw Frames and SILVER STEEL 
““BLUE END” Hack Saw Blades are preferred and used 
by experts because there is greater efficiency with 
less effort and no wrist strain. And for the dealer 


they are a good source of profit and backed by 


national advertising. 

Send for free Hack Saw 

Frame Display—It’s 
a Sales Maker 


































Made of high grade steel and 
heavily nickled; adjustable from 
8 to 12 inches. Has easy grip, pis- 
tol shaped handle of hard rubber 
so placed that it directs the en- 
tire force of stroke on cutting 
edge of blade. Strong and dur- 

able. 


E. C. ATKINS anp COMPANY 
INDIANAPOLIS, INDIANA 


NK Atkins Silver Steel “Blue End” Hack Saw Blades are 
guaranteed to cut Six Times more metal and Twice as fast as any 
alloy blade. Use this guarantee in selling. 
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The Kind of How long will it take independent A Competition To the average independent mer- 
Challenge a manufacturers and distributors to of Towns chant, competition has come to mean 
Mail Order learn that they cannot publicly chal- merely the competitive struggle be- 


lenge the mail order houses on an 
individual item, and get away with 
it. Already these futile challenges have cost thousands 
of dollars, and have given the mail order houses other 
thousands of dollars worth of free advertising which 
they could not possibly have bought. 


House Likes 


When a manufacturer refuses to sell his merchandise 
to the mail order houses and sincerely adheres to that 
policy, independent merchandising registers a distinct 
gain. As other manufacturers adopt similar policies, 
the gain becomes more marked. The mail order house 
is not in business to Jose money. Therefore when forced 
to “bootleg” any considerable amount of such merchan- 
dise the wise mail order manager naturally drops such 
merchandise from his catalog. 


But—when we deliberately and publicly issue a price 
challenge on an individual item, Mr. Mail Order Man- 
ager accepts our defi with joy in his heart. He realizes 
the opportunity to make capital out of the incident. He 
cuts the price ruthlessly and charges the loss to adver- 
tising. Also he knows that it is the most effective as 
well as the cheapest advertising he can do. The hardware 
trade has had a striking example of such advertising 
within the past few weeks; an example which has left 
a trail of overstocks, demoralized prices, and lack of 
profits. The saddest part of it all is that the price ad- 
vantage on the item involved still lies with the mail order 


house. 


Why not concentrate the effort of the hardware trade 
on getting hardware lines honestly diverted to the inde- 


pendent channel instead of wasting our time with indi-_, 


vidual item challenges we can’t back up? 


tween the independents and the chains. Under present 
conditions, the mail order houses are considered as in the 
chain category. 

With his mind focused on the chains, we sometimes 
wonder if the independent merchant is not overlooking 
that very vital form of competitive activity—the com- 
petition of towns. Vastly more independent merchants 
stand to lose through the shifting of trade to other com- 
munities, than through the inroads of chain and mail 
order merchandisers. Also, this is a form of competi- 
tion which cannot be fought successfully on an indi- 
vidual basis. 

No matter how efficient an independent hardware 
merchant may be, he cannot single handed hold the com- 
munity trade in his town. Poor grocery stores, poor 
clothing stores, poor roads, lack of community interest, 
or lack of entertainment facilities can thwart all his 
efforts. 

Make your store a place where people like to trade, 
but don’t stop there. Through cooperation with other 
business interests, make your town one that attracts peo- 
ple. Get enough people visiting your town on a regular 
basis, and if your store is worthy of patronage, it will 
succeed. But—worthy or unworthy, it cannot succeed 
in a town that does not attract people. 


The time payment plan has spread 
to where it even includes the smug- 
gling of aliens across the United 
States borders. Officials recently 
captured two Roumanian girls who had been rowed 
across the St. Lawrence River in a boat. The girls said 
that they had agreed to pay the smugglers weekly, on 
the installment plan, as soon as they found jobs. 


15 


The Spreading 
Installment 
Plan 
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AST month we pointed out the 
necessity for a golf course 
if the hardware store sell- 
ing sporting goods were to 
# sell golf equipment. It was 

also called to mind that 
people who motor to other towns 
for golf were a desirable class of 
customers who were apt to get the 
habit of buying other needs as well 
as their sporting goods in the town 
that was able to boast a golf course. 

Obviously this holds good in the 
case of the bathing place. There 
are many towns where nearby lakes 
and rivers beckon the would-be 


nar ee 


—And You Cannot Have 


BATHING SALES 
Without a Bathing Place - - - 


bather, but because of the lack of 
some simple requirement such as 
a place to change clothing, or a few 
loads of sand on the shore line or 
lake bottom, they trip off to some 
other town, perhaps miles away, 
where more hospitable shores are 
to be found. All this invites trade 
to the town which supplies these 
attractions. 
3athing offers opportunities for 
more kinds of accessory items than 
would appear on first thought. 
There are, besides the bathing suits, 
such items as bathing caps, belts, 
inflatable rubber floats and rafts, 
play balls, medicine 
balls, beach toys, 
chairs, ete. These 
lines are ever being 
added to by enterpris- 
ing manufacturers; 
. offering new _ sales 
possibilities. 
If you have no 
natural bathing facili- 
mem + tieS in your commu- 
re nity, it will be en- 
yee couraging to know 
that in many towns 
pools have been built 
that have opened up 
a new avenue of sales 
for those selling bath- 
ing equipment. A 
visit to such towns 
will convince the 


hs, 





<a 








skeptical that it pays 
in health and happi- 


If you have no large bathing beach near at hand, make the most of the facilities you ab tt 
have. A few loads of sand and a place to change clothing will work wonders in your re aes “6 ne ne 
bathing supply business. It has been done in other places. Try it. promis, tor the hard 


ware man. 













The main business thoroughfare of Pittsburg, Kansas, home 
of Sell & Sons, who are doing a real job of competing with 
mail order branches and chain stores 


We LIscARDED 


Laid Down by Experts to Meet or Beat Chain 











By JOHN SELL 


Sell & Sons Mercantile Co. 
Pittsburg, Kansas 








JOHN SELL 








year, three hardware firms, three furniture firms and 


E happen to be one of those un- 
three chain stores have quit business here, so condi- 


‘ fortunate concerns that don’t have 
much money. Like the frog in the tions must be bad. 
milk who kept at it to keep from Business writers tell us that this is the age where 
drowning, and finally churned butter you “have to go after the business.” We have changed 
enough to form the raft which saved our methods but very little from those adopted 18 years 
him, we have to work like hell, not only to get on top, ago when we went into business. Our slogan at that 
but to stay there. time was “Smiling Service,” and it’s still that. The 
We have disregarded all rules of the game laid down Chinaman wisely said “A full pocket book maketh a ; 
by experts to meet or beat the chain store competition. cheerful heart.” That’s true to a great extent, but it’s e 
We did not turn our store upside down to make it lock been my observation that the man with money, when the 
like a chain store. We have them all, Montgomery change came, and he found that he would now have to 
Ward, Kress, Woolworth, Grant’s, Western Auto, A. and fight, began singing the blues, because he was going 
P. and cut rate drug stores galore. Since the first of the to have to spend some of that “easy earned” money to 
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Boosting sales 50 per 
cent in the face of a 
business depression, 
is, to say the least, 
unusual. When that 
increase is made de- 
spite chain store com- 
petition, which in- 
cludes all the well 
known chains, it be- 
comes an outstand- 
ing accomplishment 
—John Sell of the Sell 
& Sons Mercantile 
Co., Pittsburg, Kan., 
a town of 18,000 pop- 
ulation, tells how and 
why he does it: 















s 
Compare These Prices 
s 
9 
With Ward’s 
9x12 Axminster Rugs, only ... $23.75 
Roll Top Bread Boxes ...... . rr 
Lawn Sprinklers, at ........ 50c, 60c and 68c 
I gallon Outing Jugs ..................... 87c 
Folding Luggage Carriers ..... ss> -- 78¢ 
Health Cookers, Aluminum. . ....-...-.....99¢ 
Kitchen Stools, green or white ........... 88c 
Bicycle Tires, heaw tread ............... 99c 


16-inch Ball Bearing Lawn Mower ..... $6.75 
2-Quart Size Metal Ice Cr2am Freezer... .99c 
There will be a lot more Specials and if you be- 
lieve in saving pennies, come in tomorrow. 


ION-WI 


Great double page spread ads such as these are 

what Sell has to face in Pittsburg, Kansas, but the 

smaller ads of the hardware store are full of 

vigor and intelligent merchandising. They are 
having. their effect, too 





back and 2-burner oven for only 
New Stoves, 
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9s |Flashlights” 
Sell& Sons | # 


Smiling Service Phone 134 P ‘ 


LOOK HERE! A 3-Burner Oil Stove, 





In 1918 
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keep afloat. He no longer met his customers with a 
smile, but started out by cussing the new competition, 
in which the customer was not a bit interested. 


We Kept Up Our Stock 


Instead of letting our stock run down when the chain 
stores moved in, we began loading on those items people 
needed most. We figured that the chain stores would 
attract people from a distance; that with their limited 
stock, we would get the overflow business, and we did. 
Then when the new customers came in, we did not tell 
them that we should get more for our goods than the 
chain store because our goods were better, but stocked 
the same goods at the same price or less. Then we told 
the customers, if they were satisfied with that grade of 
goods, they could just as well buy them from us, be- 
cause we had a better price in the same goods, delivered 
to them, while the chain store did not deliver. And then 





ith the .ome-owned store! 








Traile w 
The Trapping Season 
} 18 JUST AROUND THE CORNER 


Genuine VICTOR 





‘Your 
as the best I ever leaned 
° 
TIM KNOWS INSURANCE 









furnishes heat at less ex 
ense than any other kind 












| BEAUTIFUL _ 
| CHINA WARE 
There’ 


nothing ove 





| more appreciated than 
| a nice set of 


| 
| Real Cflina Cup and 
Saucer, for 





$7.50 
Evervbody Reads} ~ 
The Want Ad 
Tf you live on a ru- 
| ral route you can SPECIALS! 
ve it sent Shotgun Shells 74e 
you address, free 22Shorts, only _ 19¢ 
y for one year, by Hacksaw frames 
giving us your ad- Ratchet Braces . $1 
dress and name. Buy a Bottle of 
Pe: ee ADS POLISH 
66 days unti] Christ- hema col gt 3 gare 
mas — buy the folk: FREE! = connes on 
out on the farm a 


Coteman Ra*iant 
and when you 
to see them Ch 
you'll get a warm an 
cheerful reception — 


ony ....-..980 





~ 
PITTSBURG'S BIGGEST RETAIL STORE 














came our surprise. We thought that people could see the 
difference, and would buy the better goods, but they 
believed the written statements of the chain store more 
than the word of the merchants. And where we former- 
ly bought the lower priced goods one at a time, we 
began buying them in dozens and grosses, and found 
that we were increasing our profits by quantity selling. 

We sell the same range shown in Montgomery Ward’s 
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Sells believe in helping their town, and 
thereby helping their own business. Francis 
Sell is one of the active business men among 
the Pittsburgh Goodwill Trippers. He is the 
junior member of the Sell & Sons firm 


catalog at 50 cents less than they do, and deliver. We 
sell the same gasoline ranges they show at 50 cents 
less than they do. We undersell them on many, many 
items, and show a regular profit on these items, and, 
while we have been criticised as being unethical in re- 
ferring to our competitors in our ads, I can’t see where 
this is any different than their statement, where they say, 
“you would have to pay considerably more for this item 
from your local dealer.” 





In the above group are, left to right, John 


Ernie Sell, Paul Sell, Francis Sell 


and Paul Sell, Jr. 


Sell, 


We have not adopted the new shelving and the panel 
displays. We have found that when a customer needs 
an item, he is willing to wait until you help him. No $4 
a week girl will ever take the place of a $5 a day clerk 
who knows his business. No $4 a week girl cares much 
whether the customer buys or not, because she is only 
holding down that job until she can get a better one. 


Do Not Meet Mail Order Prices on Everything 


There are some things we do not care to meet mail 
order house prices on. For instance, wire fencing. It 
requires lots of space, is heavy to handle, takes up lots 
of time to show, and at best, does not carry a large 
percentage of profit. Yet, from the overflow, we have 
doubled our wire fencing business at a regular profit. 
We buy it from hand to mouth, pool cars, and give cus- 
tomers a better product than they get from the chain 
stores. 

We have of necessity added to our stock, as we carry 
a duplicate stock. Goods to meet chain store quality 
and price, and the better goods for those who believe 

you get only what you pay for. So 
we get trade from both classes of 





A NATION WIDE EVENT 


Hardware Age, the trade journal with the largest circulation in the Unit- 
ed States, wants to know how we as an Independent Dealer have such 
large business, and competing with Montgomery Ward and other chain 
stores. Here’s how we do it: We scll the same or better goods at lower 


shoppers. 

We have not spent much money 
for windows, but we always use 
one window for specials, and keep 
them as nice as time will permit. 
When our ten employees are too 
busy to change windows for a week, 
we can always see an improvement 
in the figures on the cash register, 








we meet Chain Store Competition. 


SELL and SONS 


We Deliver, Too. 





prices: 

16-inch Ball Bearing Lawn Roll Top Bread 
a ee ery $6.75 Boxes —— Saeseeres 
9x12 Axminster $23 75 Lawn Sprinklers at 

I alia cherie centrencoab siaieenbinsoen neal . BGo O0e, and ....2-..0-=- 
1-gallon Outing 87c ae Luggage 
ee atriers ---- 

Aluminum Health 99c Kitchen Stools, 
ES eee COMB ovccecnnnoccccncee 
Heavy Bicycle 2-quart size Metal 

THEE _ ccnccnnndancsconqrsnsesscenssipnn 99c ee me a ten ek j 
oxi Are Felt 3-burner Oi ve, Back an 
RGA... sescace $6.50 Oven .....--.-0ccn--e---- 


This 1s our answer to the many inquiries from over the country on how 
We Save You Money. 


“Smiling Service” 


and, really, it isn’t so much how you 
do it, but doing it, if it’s honest. 


Spend Liberally for Advertising 


We do spend a lot of money for 
advertising, at least the public says 
we do. And yet, I don’t think there 
is one of your readers in the same 
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line of business as we are, who sells radios at a cost of 
3 per cent for advertising. We do not have salesmen 
out ringing door bells. We talk to customers with 
printers’ ink at their leisure. 

We believe in stunt advertising; anything to get the 
customer’s attention. We are not too hightoned to add 
something to our line just because it is not a hardware 
store item. Ours is a store where people expect to find 
what they need, and it’s our duty to see that it’s there. 


Accounting Firm Keeps Check on the Business 


Here’s another thing we do that the average hardware 
dealer figures is superfluous. We employ an authorized 
accounting firm to keep a check on our business. We 
have a good looking efficient bookkeeper ; one who has a 
smile that actually makes people want to pay their bills, 
but she also is hostess to our many customers, who have 
so many things to confide to one of their sex in their 
shopping problems. We relieve her of the detail work 
of furnishing us with a daily report of our loss and 
gain. The accounting firm getting our daily reports, 
lays down in black and white on the first of each month 
a detailed report of our activities. 

Last week a large firm selling hardware for many 
years in a nearby town closed its doors, when if they'd 
had a knowledge of their business long ago they might 
have warded off the failure, instead of waiting until a 
receiver came in to check their business. 

We cannot attribute our success to any one thing. 
We don’t know if it’s consistent advertising, if it’s ser- 
vice, if it’s price, if it’s our smiles as we meet people 
in the store, or what it is, but we do have a good busi- 
ness, but if we are able to meet the chain store competi- 
tion in times like this, surely there is nothing to worry 
about when times get better; and Hoover says they will. 


Bought a Store When Business Was Bad 


Some of our merchants thought so much about the 
competition coming in, that it became an illness with 
them, and all they could talk about was the ailment. 
They never thought that the malady would be met or 
cured. 

Last November we stood on the sidewalks of a small 
town when a native came by and I said “Ernie, how’s 





FOR SALE 


A wooden day bed and ‘used pad $5.00. A 
nice dresser, nice to be painted $5.00. 
Ivory and green coal range like shown on 
page 448 Montgomery Ward catalogue, our 
price $87.50, their price $87.95, and we 


Direct compari- 
sons such _ as 
these with mail 
order branch 
store prices is 


po ey Sell deliver. Coal oil range top of page 458 
oye Montgomery Ward catalogue our _ pric 
° ae iain $45.00, delivered. Their, price $46.00 at 

their store or depot. Portable phonograph, 


page 441 Montgomery Ward their price 
$15.75 our price $15.00, electric toaster 
page 424 Montgomery Ward their price 
$1.49 Sell and Sons price $1.19, ironing 
pad and cover page 880 .Montgomery Ward 
their price 75c, Sell & Sons price 74c, 
white combineties page 379 Montgomery 
Ward catalogue, their price 95c, Sell & 
Sons price 90c. 


SELL & SONS 


Ph. 134 Pittsburg Ph. 104 Girard 
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business?” “Awful” he replied. “You see this town 
is gone. Miners out of work, farmers had no crop for 
a couple of years, and the bank failure has just about 
killed this town. Yes, it’s bad.” “But,” I replied, 
“there seems to be some of the merchants getting along.” 
“Oh,” he replied, “they get it by hard work.” And 
there was the answer. Well, the result of that conversa- 
tion led to our buying a store in that town, and it is 
doing double what we expected of it at this time. We 
have employed the man who said the town was on the 
blink to work for this store, and he is a whiz. We proved 
to him it was not the town but the people in it. And 
so it is all over the country, with too many hardware 
dealers not adjusting themselves to the changed condi- 
tions, too much growling, and not enough hard work. 

When we are sick we go to a doctor and he tells 
us what to do, but if we don’t follow his advice, his 
expert advice has been in vain. In the hardware busi- 
ness there has sprung up many QUACKS who are ready 
to prescribe for the other fellow for gain to themselves. 
When they are suffering from the same malady they 
will not take their own medicine, and if they did, would 
die from an overdose. 

Good goods, prompt and smiling service, reasonable, 
but just profits, embodies all that it requires to make a 
success of any business, provided it is accompanied by 
hard work, and that never hurt anybody. 


$7) 599 MONEY FOR YOUR IDEAS *2.9°° 


$25.00 will be paid for the best story of how a hardware merchant helped improve general business in his 
town, thereby helping his own business. Actual town conditions, methods used for improvement and 
definite benefits derived by hardware store must be given. Ability to write will not be a factor in deter- 
mining the winner. It is ideas that count. Editors of Hardware Age will be the final judges. Offer is 
open to anyone. All manuscripts to become the property of Hardware Age. Should any other than the 
winning story be published the author will receive $10. Contest now open, closes July 31, 1930. No 
other rules or conditions. Address: Contest Editor, Hardware Age, 239 West 39th Street, New York City. 








Lightweight Vacation Stuff 


By SAUNDERS NORVELL 


ECRETLY, in our hearts, don’t some of us envy 
the unemployed? Just to own our own time 
and blame someone else for it! 

* * * 
The fishing tackle business has never been 
better. Sales of small ammunition like .22s 
have been enormous. All kinds of outdoor and sport 
supplies have been in unusual demand. 


* * * 


On holidays the golf links are so crowded that it takes 
almost all day to negotiate the eighteen holes. 


* * * 


The use of machinery and electricity has given every 
individual in the United States an extra 40 horsepower. 
If we are using so much more horsepower, then machines 
are doing a large part of our work. Is it not then logical 
that we should work shorter hours and fewer days? We 
are told the country is cursed with overproduction. Of 
course it is, if we use all this horsepower and keep on 
working full time. When everybody works long hours, 
there is no time to spend. Henry Ford fully realized 
that if more cars were to be used, there must be more 
time in which to use the cars. If we are to have con- 
sumption in many lines of goods, we must have the 
leisure to use up the goods. 

* * * 


Of course, the pinch comes when we look at the prob- 
lem from the standpoint of “buying power.” If there 
is no money to buy, even if one has leisure, there is no 
consumption. The ability to buy is changing its form. 
People are spending their money in a very different 
manner from that of thirty or forty years ago. Today 
vacations, automobiles, radios, travel, the big out-of-doors 
are preferred to sets of heavy solid silver, heavy solid 
mahogany furniture and life-sized portraits in oil. We 
have inherited from our ancestors some of this silver, 
some of this enormous furniture, some of these life- 
sized portraits. They bought these things with their 
spare money, but they did little traveling, took few va- 
cations and puttered around at home. Sometimes, when 
I have studied the expensive things our ancestors bought, 
I have wondered where they got the money when money 
was supposed to be so scarce. I suppose the answer is 
that these expensive things were accumulated at intervals 
over a long life. I hardly think a person of average 
means today would think of spending a thousand dollars 
for a four-poster bedroom set. Besides that, the rooms 
in our homes today are too small for this kind of fur- 
niture. I happen to know a family that found it neces- 
sary to divide up the personal belongings of a large 
estate. All of the heavy, large furniture went to one of 
the girls, for the- simple’ reason that she was the only 


one in the family who had a house large enough to hold 
the furniture. 
: * an. 

Business is quiet. Mr. Retailer says: “I guess I'll 
reduce my stock.” He allows his stock to run down. 
Mr. Jobber says: “Business is quiet. I will let my stock 
run down.” Mr. Manufacturer, in order to keep his 
organization, keeps on manufacturing. Then he finds, 
as orders are light, his inventory increases. Paying out 
money for raw materials,and labor reduces cash. Mr. 
Manufacturer finds after a while that all of his cash has 
gone into inventories. He finds he has no money to pay 
running expenses without borrowing from the banks. 
This cannot continue, so Mr. Manufacturer must devise 
ways and means to stop piling up inventory. 

* * * 

First, he closes down his plant on Saturdays. Em- 
ployees have an extra half-day vacation at their own 
Then, if this does not turn the trick he will 
shut down Fridays. So employees have more vacation 
at their own expense. One large manufacturer I know 
divided up every job in sets of four men each. Each of 
these four men, one at a time, took a vacation of thirty 
days at his own expense. This left three others on the 
job. Manufacturing wages were reduced 25 per cent 
but the surprising thing was, so this manufacturer told 
me, that the three men produced almost as many goods 
as the four. 


expense. 


* * * 


Factories all over the country are now shutting down 
for two weeks for repairs and inventory. The employees 
are getting two weeks vacation at their own expense. 
This, of course, is true only of factory employees. Of- 
fice employees who are on the monthly payroll seem to 
be in a different class. They expect vacations with pay. 
Personally, I can’t see why office employees should be 
treated any differently from the factory employees. But 
that is the custom. 

* * * 

However, all these people taking vacations has led to 
a tremendous demand for outdoor supplies. Sport shoes, 
bathing suits, bathing caps and light, cheap summer 
dresses. Department stores in New York this week are 
having summer sales and they are so crowded it is almost 
worth your life to attempt to buy anything. 

* * * 

Who are the happiest people in business? I have been 
wondering about that. Who get the most out of life? 
I have come to the conclusion it is the middle-class em- 
ployee. Not the employee at the highest salary nor the 
employee at the lowest salary, but the man in the class 
of office managers, sales managers, district sales mana- 
gers, heads of departments, foremen, etc. All these are 
key people. They are absolutely necessary in business. 
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Even if the business changes hands, they are needed. 
This class of people live in their own homes, drive their 
own cars. They take their vacations. They haven't 
much, if anything, to worry about. They have all of 
the practical comforts of life. Of course, the poorly 
paid employee, if on his own, has serious problems con- 
fronting him. He is not so happy. And the top man 
on the job, the owner of the business, the man responsible 
for the business—he is not happy. Even if he does take 
a vacation he can’t help but carry his worries with him. 
Just as a friend of mine said: “I would love to take a 
vacation if I could leave myself behind.” 

One man recently said: “I worked eight hours a day 
and had no worries. Then I was promoted; my salary 
was advanced. In my better job I worked twelve hours a 
day and worried all the time.” 

* * * 


A millionaire I know made an investigation. He found 
the ordinary laboring man ate the same kind of eggs 
for breakfast as he did, only he enjoyed them more. 
The laboring man ate a better lunch. He ate more 
dinner and slept in a good bed. Not having any money 
to invest no one bothered him in his spare time. He 
could enjoy his leisure in peace. This millionaire re- 
marked that as he grew older and richer all of the most 
energetic of his family left him. They made lives of 
their own. But all of the unfit remained on his hands. 
In his middle life this man finds that instead of having 
the leisure and rest he anticipated, he is working for a 
lot of other people. They, however, are taking their 
vacations with regularity. 

* * * 


One of my callers the other day remarked that he 
never liked a big business that starts all at once. “They 
just ain’t natural,” he said. He was referring to some 
of these great overnight mushroom investment trusts. 
He had been hit by the slump in some of their stocks. 
“It is a good thing,” he said, “that a man should start 
in business poor. It is a good thing for this merchant 
to have worries and troubles. It is a good thing to have 
a business grow slowly. Because you see,” he said, “the 
head of the business, because he is short of money, de- 
velops slowly, but in the meantime he is thoroughly 
learning the business. If he had a lot of money he would 
develop rapidly without knowing the business, and then 
would come the inevitable reaction. I like the way 
nature does things,” said this friend. “The trees that 
grow the slowest are the trees that are the strongest and 
last the longest. The trees that spring up overnight blow 
down the first time there is a storm.” I guess there is 
some good philosophy in this thought. If you wish to 
invest, pick out a concern with a record. Of course, if 
you wish to speculate or gamble, that is an entirely dif- 
ferent story. But if you do gamble, take my advice. 
Get out quickly with a moderate profit before the in- 
siders start unloading. Beat them to it. 

* * * 


The other day I motored to Hackettstown, N. J., and 
Doctor Phillips, who is in charge, showed me the great 
State fish hatchery. He said this fishery had the record 
of producing larger and healthier bass and trout in a 
sherter time than any other fishery in the country. 


“Well,” said I, “what is the secret?” ‘We discovered,” 
he replied, “that in every lot of minnows there are a lot 
of ‘runts.’ These ‘runts’ eat as much and require as 
much care as the other fish but they grow slower and 
are always getting sick. So, all we do is to sieve the 
minnows. We separate the ‘runts’ from the other 
fish and then we kill the ‘runts.. We use them for 
food for the other fish. Our efforts, therefore, are de- 
voted only to the development of strong, healthy fish, 
and we have got splendid results.” This, of course, is 
a cold-blooded, scientific way of getting results, but as 
I listened and smoked my cigar I could not help but 
think of a certain salesman who was with me for twenty 
years. He was never really much good nor was he 
so very bad. Just good enough to hold his job. Several 
times I wanted to fire him but then I thought I would 
give him another trial. Then one day he wrote me a 
letter. He told me how hard he had worked. Now his 
health had failed and he asked to be put on the pension 
list. Why hadn’t I canned him when he was a “runt?” 
All these years of coaching and coaching, trying in vain 
to make him grow fast. Now he wants an indefinite 
vacation with pay ! 
* * * 

After visiting Hackettstown I sat and watched an 
aquarium of goldfish. Fish are always on vacation. 

Trout are easier to raise than bass. Trout are very 
unmoral. It is a wise young trout that knows its own 
father. Trout believe in mass production. The story is 
too long to tell here but bass are different. They pair 
off. Husbands and wives among the bass are very true 
and loyal to each other. They make a nice little nest in 
the sand together and then Mrs. Bass lays her eggs 
and Papa Bass just floats over the eggs and fans them 
with his tail until the little bass are born. Haven’t you 
ever seen a big black bass floating almost stationary in 
the water, fanning his tail over the bottom? You would 
think he was on his vacation, but you would be very 
much mistaken. He is conscientiously occupied in con- 
tinuing the species. Trout are raised in long cement 
tanks, in cold running spring water, but bass must be 
raised in lakes. 

When there is an accumulation of bass and trout at 
Hackettstown, they place the fish in tanks, on motor 
trucks, and deliver them to all parts of the State. On 
this motor trip I saw a man fishing for trout immediately 
under a railroad bridge. All the streams in New Jersey 
are being restocked with fish. 

All this is fine for those who have time to take a va- 
cation and who have time to fish. But this leads me up 
to a question I forgot to ask Doctor Phillips, and that 
is: When do fish sleep? 

ok * * 

The telephone company has some good ads these 
days about the use of telephones. I always read them 
with interest. There is one advantage, however, of the 
telephone, especially the long-distance telephone, that 
they have never used in their advertising. Telephones 
are making life miserable for liars. When a man comes 
into your office and tells you a nice, fine story, if you 
have any doubts, all you have to do is to excuse yourself, 
step into the next office and ring up somebody by long 
distance, and then you can check up on the story. 
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SALESPERSON’S MONTHLY SALES RECORD 



























































Salesperson ....Harry.Janes........ += Dept. : Year 19.29 
Month January February March April May June Totals 
Sales Cast.] Sales Oust.| Sales Cust] Sales Cust.| Sales Cust.) Sales Cust. 
Cash Sales 804 8 57¢ 
Creait Sales 429 134 
Lease Sales 105) 7: 1q 
1340] 17] 72 
RETURNS 3] 7; 
TOTAL 13356 39 
rota! Tos Monte | 1336) 39] 721 
Total Last Month 11890 16 71: 
Total 
Month inet year 
Average Sale this mo. i 8 
Average Sale last me. 1 6 
Average 
ing month last year. 
‘Cost per customer cor- 
responding mo. last yr. 
Post per 
$1 Sale g64 



















































































Howto Operate the Retail 


roup 


Sales Bonus Policy 


By R. E. ORMEROD 


been evolved and introduced in the last several 


|. eon S bonus plans for retail salesmen have 
Of these, few are still being used, and 


years. 
fewer still are producing satisfactory results. This is 
especially true in the field of distribution. Since the 


business world is focusing its attention upon distribu- 
tion, and its various channels, new economies and 
definite organization are resulting similar to those that 
have occurred in the manufacturing and industrial fields 
during the last fifteen years. The power behind this 
changing force has lately reached the extreme appendage 
of all the distribution channels—the retailer. 

The retailer, as the ultimate and extreme point of 
contact between the source of the product and the con- 
sumer, is the one most aware of the rapid changes that 
have taken place. The result can be visualized in one 


word—organization. The retailer is organizing his busi- 
ness. Organization means the introduction of sys- 
tematic operation. The retailer has systematized his 
purchasing by installing stock control. He has systema- 
tized his selling by following definite business policies 
to guide this organized effort. The one phase of his 
business neglected to date has been the problem of sales- 
force remuneration. 

Inasmuch as the background of this development of 
the field of distribution is a sequence of the industrial 
or manufacturing period, the field of distribution need 
not suffer the experimental process of it. The distribu- 
tion activity follows the industrial period and the use 
of systematized manufacturing as a guide. In consider- 
ing the problem of remuneration, in terms of manu- 
facturing as directly applied to distribution, it is readily 
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recognized that a commission form of payment of wages 
would be used. That is, if we were to follow the more 
developed system of wage earning in the manufacturing 
field, namely, piece work or production controlled wages. 
In these highly specialized systems of wage paying, the 
worker is paid in terms of the volume produced at a 
standard rate of production. The worker increases his 
earnings by producing above that standard. At the 
same time his earnings are decreased if he should pro- 
duce below that standard. This methed of wage-earning 
is therefore directly proportional to the volume produced. 
As stated before, a wage earning scheme directly con- 
verted to the field of distribution from the manufacturing 
field would be a straight commission form of payment. 


’ Impractical in the Retail Field 


This type of payment in the retail field would be 
very impractical. First, because the machine operator 1s 
scheduled with a definite quantity of work to be done. 
The volume is predetermined and he is working against 
nothing but a time period. The retail salesman on a 
commission basis would be working against time and 
volume, and his volume is an indefinite objective, as 
well as the time relative to the volume of sales. Soa 
direct commission of such systems would be highly im- 
practicable in the retail store. A second reason will be 
identified in comparison of the types of productive 
activity on the part of a machine operator and on that 
of a retail salesman. A machine operator’s point of 
efficiency is limited to the machinery involved and the 
skill with which he controls or regulates it. The sales- 
man’s point of efficiency might be confined to the product 
or products which he sells and the knowledge that he 
applies in selling them.- In brief, the salesman is not 
dealing in terms of mechanisms but in terms of human 
activity, considering: thought, habit, customs, desires 
and all like factors attributive to the human family. His 
problems are as varied and as complicated as the 
humanity about him. It would be necessary to compile 
a complete history of civilization to date in order to 
explain the possible confinements of his selling efforts. 

This seems contradictory to our original hypothesis, 
viz., that there can be a parallel in remunerating retail 
salespeople to that of the industrial worker. Let us 
parallel their respective relationships to the institution 
represented. The industrial worker is recognized as the 
productive part of manufacturing. The salesman is 
recognized as the productive part of a distributing or- 
ganization, or specifically a retail store. The manufac- 
turer determined a standard of production and then used 
that as a basis upon which to reward the worker for his 
services. If he applies himself beyond that standard he 
is rewarded. 

The first thing to consider then, is a standard of pro- 
duction which may be considered as a basis, upon which, 
to reward the salesman for his extended sales effort. 
It has been suggested that volume alone cannot be the 
basis, from which, a standard can be established in the 
case of the salesman. In the Retail Group Sales Bonus 
Policy the present salary of the salesman is considered 
the standard. There is nothing unique in the idea of a 
man working toward the end of increasing his present 
income, but the idea of a retail salesman doing just 


that thing in accordance with the policies of the firm 
for which he works is different. At all times he is 
then safeguarding those policies, thus finding a reward 
paid for a harmonious relationship and interest in his 
fellow workers, rather than fostering a competitive 
attitude toward them—these things are at least novel. 
It is because of these phases of the Group Sales Bonus 
Policy, that it tends to be a policy rather than just a 
plan. The incentive produced is not a spasmodic volume 
idea, but an increased interest in the development of the 
individual salesman, an extended interest in his fellow 
workers and the firm, and an increase in income for 
himself and his coworkers. 

Using the salesman’s salary as a standard—the next 
thing is to establish a system of determining whether 
the effort is measuring up to standard or below standard. 
In this policy the cost-per-dollar sale is used as a de- 
termining factor. This data is used as developed in the 
Salesperson’s Monthly Sales Record, an example of 
which is shown in the accompanying illustration. 

In this record you will find the following practice em- 
ployed in determining the cost-per-dollar sale. In the 
illustration this particular salesman had an actual total 
sales for the month of January to the amount of 
$1,336.39. The total number of customers for the same 
month was 721. This gave an average sale of $1.85. 
Dividing the salesman’s salary by the number of cus- 
tomers, you get the cost per customer. In this case it 
was $0.121%4. You now have the average sale, and the 
average cost per customers, which are two figures that 
are interesting to any store management. By dividing 
the cost per customer by the average sale (which means 
sale to customer) you have the cost per dollar sale. In 
this case, it was $0.061%4. Since the relation of the 
$0.06% is to a dollar ($1.00) you have an exact per- 
centage—six and one-half per cent (644%) of the 
volume of sales is the sales cost of this particular sales- 
man. 


Measuring the Salesman’s Effort 


The cost per customer was figured froin the salary and 
the salesman’s salary is the standard or base, against 
which, we wish to measure the effort of this salesman. 
There is then a relative value in this cost-per-dollar sale 
to the salary of the salesman. Because there is this 
relationship, it is used as the measuring factor of a 
salesman’s effort. Taking the cost-per-dollar sale over 
a period of one year from the illustration, it is found 
that the average cost-per-dollar sale for this salesman 
was $0.07. This average cost ($0.07) represents the 
salesman’s salary or average income. From the instance 
already cited it is seen that the salesman on one occasion 
had a cost of less than $0.07. It is further evident that 
at other periods there must have been a cost above $0.07 
to have made the average $0.07. Using this average as 
a representing standard or salary is the basis upon which 
the bonus is paid according to the Group Sales Policy. 
It is recognized that as the sales increase the cost-per- 
dollar sale will decrease using the salary as a standard. 
The cost of $0.07 per dollar sale is the salary for the 
past year. If in the succeeding month the cost-per-dollar 
sale should be $0.06 there is $0.01 or 1 per cent differ- 
ence. By setting a bonus scale such as 1 per cent equals 

(Continued on page 64) 
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A new idea is sweeping over the country—mini- 
ature golf. It is played day and night, and will 
initiate many who now know nothing of the 
game; thus it creates new customers for golf 
goods. Here are some pertinent facts about it. 


Miniature Got 


Furnishes the Incentive for the Real Thing 


fore will become interested in the sport through 
playing a round or two on the smaller replicas 
of the real thing. Already hardware wholesalers in 
Kansas City have reported that the miniature courses 
have acted as a wonderful stimulating influence to the 
sale of golf goods. As a result of more people taking up 
the game the jobbers reported that sales of golf goods 
have by far exceeded the totals of previous years. In 
the East and South every city has one or more miniature 
golf courses. Reports from the Middle West indicate 
that it is just as popular there. 
In commenting on the wide spread interest in miniature 
golf and its effect on the demand for golf goods, Marvin 


i people who have never played golf be- 


Sallee of the A. A. Doerr Mercantile Co., Larned, Kan., 
says: “Miniature golf is here and the rapidity with 
which it has advanced over the country is astounding. 
This fascinating sport, which is being enjoyed by young 
and old alike should be of material interest to the hard- 
ware trade, inasmuch as it seems only a matter of time 
until those participating in it will step up their efforts 
and play regulation golf. 

“Playing on the miniature courses seems to create the 
desire to play on a regular links where distance may be 
attained by the player in addition to putting accuracy. 

“It is true that in most instances the hardware mer- 
chant is not directly benefiting from the miniature 
courses, due to the fact that the demands are limited. 
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However, in a short time the demands for the entire 
line of golf paraphernalia will be greatly increased. 
When this time arrives the merchant should be prepared 
to reap his harvest, which has up to this time, been only 
a side line in many hardware stores.”’ 

Some of the miniature courses have features, said to 
be exclusive, such as patented putting greens, while 
the game itself bears a copy-righted name. “Tom 
Thumb Golf” is one of these. The games have also 
been variously designed as “Elfin Golf,” “Lilliputian 
Golf” and other similar titles, some of which are pro- 
tected by copyright. Most miniature courses provide 
an eighteen hole course, although some have a lesser 
number. <A lot of ground at least 60 x 120 feet, or 
larger preferably is usually utilized. It is asserted on 
reliable authority that the courses are productive of 
fine returns, where the location is right and traffic is 
heavy, as the playing fees vary from 25c to 50c for the 
privilege of playing one round. Receipts in some 
instances have averaged about $200 per day. 

From a recent letter received by HARDWARE AGE, it 
becomes apparent, that some hardware dealers at least 
are considering building miniature golf courses on 
vacant lots, presumably adjoining their business estab- 
lishment. This particular New Jersey store in requesting 
information regarding miniature golf courses says: “We 
have been thinking of having a miniature golf course 
built here, but do not know who to get in touch with. 
Would you be kind enough to inform us what company 
in this locality makes a business of building these 


courses ?” 


These photos show what a miniature 
golf course looks like. That it af- 
fords an evening introduction to 
the game is indicated by the photo 
of the illuminated course. - - - 


There are several factors which should be carefully 
considered before making a similar investment. In the 
first place an investment varying from $1,500 to $5,000 
is usually involved. There may soon be almost as many 
miniature courses as players, which may result in lower 
fees due to too much competition. The hardware mer- 
chant need not have a financial interest in the courses to 
profit from the increased demand for golf goods, which 
can be attributed to the miniature game. 

As a rule in addition to equipping the course with the 
necessary features and providing flood lights for night 
play, the owner usually purchases about twenty-five in- 
expensive putters and some popular priced golf balls. 
The latter are often “repaints.” Each player is pro- 
vided with a score card gratis. When a complete 
patented course is purchased, having a copyrighted name, 
then the complete equipment is furnished by the manu- 
facturer. As is obvious the “overhead” is low and the 
“take” is high while miniature golf popularity reigns. 

Once a person’s interest has been aroused in golf 
through playing miniature courses it is logical to assume 
that they will want to graduate to the real thing. Prob- 
ably inexpensive or popular priced equipment will be the 
choice of the majority for their first few “rounds” on a 
regulation links. Then, thinking that better equipment 
will enable them to improve their game, they will be 
logical prospects for higher grade equipment. When the 
average person once becomes a golfing enthusiast, they 
are enthusastic indeed and none but the best equipment 
will suffice. 
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OR several years the retail hardware dealer has 
been battling with the so-called “new competi- 
tion.” He has put up a rattling good scrap, 
considering the handicaps he is under. So far 
he has been waging one of those fairly quiet, 
gentlemanly contests, with padded gloves. Now 

he is beginning to get mad—not only at the tactics of 
his opponent, but at the tactics of his backers, trainers 
and seconds. He is about ready to throw away the 
gloves and take a bare fisted wallop at everybody in the 
ring, referee included. 

He is sick and tired of getting advice that loads all 
the blame for the present situation on his shoulders. 
He is all fed up with the smug admonition to “Put his 
own house in order and all will be well.” He is frankly 
disgusted with the local “house cleaning” as a cure- 
all for anything and everything wrong in hardware dis- 
tribution. He can’t see where it is doing him any great 
amount of good to “clean house” as long as his neighbors 
keep dumping garbage and ashes in his front yard. 

The hardware dealer is “nobody’s fool.” He knows 
that it is a good thing for him to “put his own house in 
order,” but he also knows that personal house-cleaning 
is only a step in the right direction. He knows from 
experience, that it doesn’t solve his problem when a 
customer shoves a mail order catalog under his nose 
and points to standard trade-marked hardware items 
priced at his cost. He thinks it is about time for the 
rest of the hardware family to shed their coats and get 
into action. 


And—the dealer is right. To be sure he has had some 
help, which he appreciates. Some manufacturers have 
stood shoulder to shoulder with him; some jobbers have 
been his active allies. What he needs now is a united 
front all along the line, and, between ourselves, that’s 
what the entire hardware industry needs if it expects 
to remain an industry. 

If the retailer loses this fight, the jobber will go out 
of the picture with him. Also a lot of manufacturers 
will find themselves without a market, and at the mercy 
of a group that don’t wear any medals for philanthropy. 
It isn’t a case of fighting the retailer’s battle; it is a case 
of saving their own necks along with the necks of the 
men in retail stores. There has been too much talk 
about “helping the retailer” and most of it is only 
camouflage. 

Anyhow, the retailer is sore. He is on the warpath. 
He has made up his mind to win this fight. He knows 
who his friends are, and he has a pretty good idea as 
to who are sitting on the side lines, straddling the fence, 
or flirting with the enemy. From now on he is de- 
termined to keep a closer check on events, and he isn’t a 


As The Retail Dealer Views It 


By LLEW S. SOULE 





bit averse to taking a wallop at those who attempt to 
play him for a sucker. 

Right now there is a mighty active and steadily grow- 
ing revolt on the part of independent hardware dealers 
against the policies of manufacturers who sell their 
standard trade-marked goods to, mail order houses and 
chain stores. This revolt is particularly strong against 
manufacturers who favor the catalog houses and chains 
with discounts, which allow resale prices lower than 
the independent retailer can possibly meet at a profit. 

If such policies continue, the manufacturers who use 
them are soon going to find it mighty difficult to market 
the items of their lines in which the real profits lie. 
Meanwhile if those manufacturers imagine for a moment 
that the chains and catalog houses will welcome a chance 
to distribute complete lines, they have another guess 
coming. 

Undoubtedly the favorable opinion of hardware whole- 
salers and retailers is solidly behind manufacturers who 
openly refuse to sell the mail order houses and chains. 
That opinion is now beginning to reflect itself in sales. 
Dealers who formerly “protested” are now beginning to 
say it with orders, and money talks. 

At the same time the retail hardware trade is frankly 
watching developments. A mere declaration of policy 
is not going to satisfy them. They are all through with 
double-cross deals. They are going to demand sincerity, 
honesty and a type of follow-up that will insure results. 
The worth while hardware merchant will no longer be 
hood-winked by a policy that starts with a declaration 
of not selling the catalog houses or chains, but includes 
a distributive system which makes it ridiculously easy 
for their competitors to get all the goods they want. 

THe dealer knows that there will be some “boot- 
legging”; that his mass competitors are willing to lose 
money on some items, either for advertising purposes, 
or to take a slap at loyal manufacturers. At the same 
time they do not believe that those competitors can get 
any manufacturer’s goods in quantities large enough for 
regular distribution, without the knowledge of the maker. 

They are absolutely outspoken in the belief that any 
manufacturer who is sincere in his policy of not selling 
the chains and catalog houses can control his distribution 
so that it will be impossible for them to get his goods 
in any sizable quantity. If they buy those goods in 
small quantities and at regular prices, merely to punish 
the. manufacturer, he has other means of redress. 

Customers are not the only ones reading mail order 
catalogs these days. Hardware dealers are scanning 
them carefully and thoroughly. They are putting their 
own houses in order, but they also have one eye on some 
other houses. Eventually the bulk of the merchandise 


they carry wil] not be listed at cut prices in mail order 
“A word to the wise is sufficient.” 


literature. 
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| Have Tools | Didn’t Order 


Does Hardware’s Highly-specialized Service 
Take Away the Consumer’s Rights ? 


HE hardware retailer had 

been called into the office of 

the hardware jobber. What- 
ever was said behind the closed door 
must be left. to conjecture. 

I know only what the retailer and 
jobber later and separately told me. 
From which I gathered that I was 
expected to know my place, act 
modestly as becomes a mere con- 
sumer, take what I get, raise no 
questions and kick no kicks. 

The retailer said: “. . . I took it 
upon myself to furnish another 
make.” 

The jobber said: “. . . since the 
transaction has been with our cus- 
tomer (the retailer) we cannot give 
any information.” 

Without doubt the jobber is well 
satisfied with the retailer’s state- 
ment above quoted, in which the 
latter accepts responsibility for the 
substitution of goods. [The jobber 
has denied that he owes me any re- 
sponsibility—even though the goods 
delivered may carry the jobber’s 
own private brand. ] 

Doubtless, too, the retailer is 
gratified by the jobber’s stand 
toward me, as “supporting” the re- 
tailer in his relations with a cus- 
tomer. 

The doubts are all mine. All the 
questions are left to me—to puzzle 
over as best a consumer can. 

I have tools I did not order and 
do not want. A manufacturer not 
known to me has my money— 
passed along to him by retailer and 
jobber, in defiance of my opinions 
and wishes. 

You have gathered that I started 
out to ask questions. My endeavor 
was to trace a simple hardware 
transaction—from consumer to re- 
tailer, retailer to jobber, jobber to 
manufacturer ; and back again from 
manufacturer. 


By JOHN C. ARMSTRONG 
Donovan-Armstrong, Philadelphia 


If I had hoped to “hang” some- 
thing on somebody, I admit defeat. 
If I had expected to find out how 
and why it happens that a customer 
ordering one thing is compelled to 
take another, I confess now to being 
hopelessly lost in the intricacies of 
that highly-specialized service to the 
public, said to be the chief charac- 
teristic of the hardware trade. 

Long have I heard of hardware’s 
“highly-specialized service.” Espe- 
cially as reflecting credit upon the 
retail hardware merchant. Often 
have I wondered why so much praise 
should be heaped upon a merchant, 
simply for knowing the details of 
his own business and performing his 
plain duty to the public. And more 
often have I wondered how it is 
that the man behind the hardware 
counter can stretch “highly-special- 
ized service” to the point of denial 
of the customer’s right of selection! 

This is what I ordered: 

One Disston No. 112 pole pruner. 

One Disston buck-saw. 

One sawbuck (no brand _ speci- 
fied). 

I thought I made it easy for the 
retailer to handle the order. There 
could be no question about brand 
of tool or price. I settled all that 
by specifying the Disston brand. 
Further to show I knew what I 
wanted, and to make sure of get- 
ting what I wanted, I specified the 
number of the pole pruner—No. 
112, thus definitely indicating the 
style of tool and its length, 12 feet. 

In giving the order for the two 
cutting tools, I was careful, first, 
because in cutting tools only a 
quality product is cheap regardless 
of price. Second, because I antici- 
pated that the retailer, being “out” 
of the items specified, would trans- 
mit my order to his wholesaler. 
That turns out to be what happened : 


hence my interest in the jobber’s 
part in this particular transaction. 

Here are the goods I received: 

One pole pruner, 14 feet and some 
inches, instead of 12 feet. Made 
under the brand of an unknown 
manufacturer and unmistakably a 
low-grade tool. 

One buck-saw, marketed under 
jobber’s private brand. Manufac- 
turer unidentified. Handle chipped 
at top. Handle split where cross- 
brace of frame fits into it. These 
defects, one of them serious, both 
painted over. Blade with little or 
no set, and with no clearance in the 
cut. Not only the poorest possible 
tool of its kind but delivered to the 
retailer, and in turn to the user, in 
inexcusably bad condition. And 
not only that, but delivered under a 
brand that turns out to mean noth- 
ing to the user (except a thing to 
avoid), since the jobber-proprietor 
of that brand accepts no responsi- 
bility to consumer for goods so 
marked—when such goods are pur- 
chased from a retailer. 

,One sawbuck—is the third item I 
received. Curiously enough, it car- 
ried the Disston brand. On this 
item I had not specified a brand. I 
did not care. Cutting steel is not 
part of-a sawbuck. Whether a saw- 
buck is made by Disston or by Tom, 
Dick or Harry is of little conse- 
quence to the consumer. 

The irony of the situation is a 
scream! It is a time for a man to 
have a saving sense of humor. You 
order two tools. They are important 
tools because they are cutting tools. 
You want good steel and good 
workmanship. You have an idea 
that you know the brand that will 
assure steel and workmanship as 
you want it. You specify that 
brand. Then, incidentally, you or- 


(Continued on page 58) 





RAY G. 
McDONALD 


How a Roanoke, Virginia, Firm Developed a 


Virgin Market for Sport Goods 


' YORKING on the theory that individuals are 
more likely to become interested in sports and 
thus become customers for sporting goods, if 

the general public first shows an interest in group sports 
activities, the Roanoke Hardware Co., Roanoke, Va., 
has taken an active part in promoting such events, par- 
ticularly among employees of large manufacturing 
plants. This is largely responsible for an annual sporting 
goods volume of $25,000 for the firm in a city of 60,000 
persons. Another element to bear in mind is the fact 
that a substantial volume can more easily be attained by 
selling the complete equipment needed by teams repre- 
senting such local industries than can readily be achieved 
through outfitting the individual. With this in mind, 
the store has formulated a definite plan for arousing 


interest in sports within the ten or more large indus- — 


trial plants of varying character which are in operation 


30 


in its trade territory. The plan diplomatically keeps the 
interests of the firm in the background at all times and 
although it is directly responsible for starting programs 
of sports activities in the plants, this fact is not exploited 
and the desired end is accomplished in an indirect manner. 

Ray G. McDonald has charge of the sporting goods 
department, and he in turn reports to the firm’s officials: 
W. B. Clemer, Pres; C. H. Chrisman, Vice-Pres., and 
S. F. Woody, Sec.-Treas. As the first step in carrying 
out the plan, Mr. McDonald makes a personal call on 
the plant manager or superintendent. The object of the 
visit is to sell the plant executive on the idea of a 
definite program of sports activities for plant employees. 
This is accomplished in most instances, by emphasizing 
that such a program will tend to increase productivity 
and efficiency in the plant through making the employees 
more mentally and physically fit for their jobs. The fact 














HARDWARE AGE for JULY 10, 1930 31 





Pictures on these pages are actual 
scenes depicting the activities of 
teams organized through the help 
of the Roanoke Hardware Co. 


that such programs also tend to curtail labor turnover 
by keeping the employees contented is also stressed. In 
most cases plant executives are quick to realize the 
indirect benefits of the idea are inclined to give it favor- 
able consideration. The Pennsylvania railroad and sev- 
eral other railway systems have sponsored or encouraged 
similar sports programs for several years with the belief 
that they are of mutual benefit to the employees and 
themselves. 


Organizing the Industrial Athletes 


After obtaining the approval of the plant executive, 
Mr. McDonald then starts to organize a club within the 
plant, with sports as its chief objective. Sometimes the 
clubs are called Recreation Clubs and at other times are 
designated as Social Clubs, with the name of the manu- 
facturing plant usually preceding either title. Officers 
of the club are elected by the employees from among 
their ranks. Due to Mr. McDonald’s wide acquaintance 
and the interest he has always taken in sports of every 
nature, his capacity is ‘that of unofficial adviser. Em- 
ployees known to have been active in any particular sport 
are placed on the committee having that particular sport 
in charge. As many as thirty-six different sports have 
been embraced in an annual sports program arranged 


In Roanoke, Virginia, a 
large part of the commu- 
nity is made up of indus- 
trial people. The Roanoke 
Hardware Co., through 
promoting group sports 
has succeeded in popular- 
izing games with indi- 
viduals. Ina city of 60,000 
they do $25,000 worth of 
business in sporting goods 
alone. 


ie 
Roanoke, Virginia 





for one plant. In any case, whether the program in- 
cludes but comparatively few sports or runs the eritire 
gamut, an attempt is made to have something doing in 
sporting activities at every season of the year. Some of 
the most popular sports in industrial programs are: 
boys’ and girls’ baseball, basketball, football, tennis, golf, 
indoor ball, horseshoes, dart ball, archery, lawn bowling, 
croquet, swimming, skeet shooting, rifle clubs and volley 
ball. 

After organizing the club the attention of employees 
is further centered upon the organization by some social 
event it sponsors. Usually this takes the form of a 
dance, following which a membership drive is started. 
In most instances the membership fee is established at 
$1 per year, which includes al! privileges. In this man- 
ner, if the plant has 6000 employees, as some Roanoke 
industries do have, and the majority of the employees 
join the club, a substantial sum is realized for the ciub 
treasury to be used for purchasing sporting equipment 
and providing a fund for social affairs. Once the clubs 
are underway, Mr. McDonald says that the main thing 
is to keep them going so members will maintain a con- 
stant interest in their activities. When possible, inter- 


industrial schedules are arranged and the rivalry between 
(Continued on page 62) 








JIMMY BURKE'S 
SUMMER TOY SELLING 


66 ELLO high pressure 

H what’s on your mind 

today? Got any pearls 

of wisdom for the downtrodden 

hardware man? Perhaps you 

can tell me something that can be 
sold this hot weather? 

George Stark was like that 
sometimes. Jimmy Burke took 
little notice of the sarcasm offered 
by Centerville’s leading merchant. 

Taking quick offense at cus- 
tomers’ gibes wasn’t his long 
suit. If it were Jimmy wouldn’t 
have been top man for the job- 
bers Hardware Co. He just 
smiled and waited for the usual opening. 

“Well there are certain things people must have or 
want at this time of the year” Jimmy began—that’s all he 
did do—begin, for Stark interrupted with, “Got some 
more punk ideas to help Stark Hardware Co. go out 
of business faster? Want me to run a special sale of 
harness or perhaps put in a window of horse collars? 
Perhaps you would like me to have two all year toy 
departments, maybe the one isn’t costing me enough in 
valuable space, stock investment and worry. Believe 
me boy, next year we do our toy business at Christmas 
and you carry the all year stock. We haven't sold 
enough toys in a month to remind us that we have them.” 

“No and you won't sell sleds or ice skates in mid- 
summer either,” answered Jimmy. “Of course you 
don’t sell toys, the way you are trying to do it. Your 
idea of an all year toy department is to try and unload 
out of season the stuff you didn’t sell during the winter 
and early spring. You can only perform magic with a 
few toys. Most of them require the same kind of mer- 
chandising treatment that any other profitable line re- 
quires. There is a definite seasonal angle to toys and 
unless you do some planning and feature the kind of 
toys that are needed in the warm weather you can’t 
expect any activity. 

“You do a nice business in the line during the Christ- 
mas holidays because you pick out goods that are suit- 
able for gifts. The same plan works in the summer. 
Figure it out yourself. Vacations are under way. Most 
people flock to the waterways. They want swimming, 
boating and fishing. For the kids they will want little 
bathing: suits, rubber balls, water wings, sand toys, and 


those new inflated rubber animals 
that float and hold up even an 
adult. You know they make 
them like fish, horses, alligators 

and all kinds of animals. 
“The older folks want tennis 
and golf goods. So do the kids. 
They want juvenile golf sets, 
small tennis racquets and balls, 
and games to play during the 
rainy days. Parents want toys 
for the children to keep them 
safely occupied, so they won’t get 
restless and troublesome on a 
vacation trip. Our catalog is just 
full of new and old toy merchan- 

dise particularly useful at this season.” 

“Yeh,” says Stark, “suppose the people in this town 
don’t go away on a vacation. What do you do then?” 
That was an easy one, so Jimmy suggested, “If they 
don’t go away they have even more money to spend 
for toys and more need to buy them. If they can’t or 
don’t take the children away for the summer, they have 
to provide some substitute that will keep them off the 
streets. Auto traffic is heaviest during the summer. 
Tempers are more easily ruffled and kids must be amused 
safely and completely. Why the folks that don’t go 
away will be buying sand pits, and beach toys, wheel 
goods, roller skates, games, to play on the lawn or on 
the stoop and all that sort of thing. The summer is a 
great time to sell toys if you have the right kind. If you 
are going to look at July and August as a good time to 
pass off goods you didn’t sell in proper season you are 
going to be left at the post. How about the people 
who spend their summers here down around your lake 
front? They will be looking for toys, the summer ‘kind 
—something reasonable perhaps and not too bulky, so 
that they can be carried home easily in the fall. If you 
have anything to offer these visitors or the town folks in 
the toy line you have it pretty well hidden. You ought 
to sell a couple of hundred toy sailboats and outboard 
motor boats, for use on your own lake and on the water- 
ways your natives will visit. All kids want boats and 
you haven’t one on display. You must remember how 
active aviation toys have been ever since Col. Lindbergh 
flew’to:Paris. Well sailboats are going to be just as 
active*with Sir Thomas Lipton again challenging for 
the America’s Cup. Why the papers and magazines are 
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OU can doa 
lively toy 
trade in the summer months 
—but you must sort up your 
toy stock with seasonal mer- 
chandise—The remnants of 
winter and spring stock 
will require reinforcements. 
Summer toy requirements 
are distinctly different. 
Sort up your stocks. 








just full of pictures on sailing and motorboating and 
they will be all summer. Let a kid see these pictures 
and then see a decent assortment of boats in your win- 
dow with a good price range and by gosh he’s just got 
to have one and there won't be any peace in his home 
until he does have one.” 

“Kids are like that all right,” the dealer admitted, 
“but how is it you didn’t mention something: about birth- 
days coming at all times of the year. That ought to be 
a good one for you.” 

“It is a good one,” agreed Jimmy. “But I was pretty 
sure you realized that without my telling you. Here’s 
another thing, people are not in such a rush during the 
summer, and they are apt to be more critical, which is 
all the more reason for having a more orderly toy 
department at this season. People may be more exact- 
ing, will expect a little more attention and a little more 
intelligent advice. 

“The big city stores segregate toys according to prices. 
They have fifty cent tables or groups, dollar section and 
so on up the line. They don’t hide their prices. The 
fellow with a limited budget feels comfortable right 
away and experiences no embarrassment. He picks out 
his price limit group and concentrates on the goods 
shown, Perhaps he is a bit hazy on just what he wants. 
You ought to be able to help him. Ask him whether it’s 
a boy or girl and the age. At least in your mind, you 


ought to have your toy stock classified by ages so that 
you can offer an intelligent suggestion to a customer. 

“A large eastern store has studied this problem of 
ages and finds four groups cover the ground. They 
identify them as follows—Toddlers, 132 to 3 years— 
Nursery Tots, 3 to 4 years—Kindergartners, 4 to 6 years 
and children 6 to 8 years and older. This store gets 
out a special summer toy circular emphasizing the sum- 
mer toys on display and suggesting all priced toys for 
the kids in the different age groups. Summer toy busi- 
ness is good in that store.” 

Stark was thawing out a bit. He was willing to admit 
a little logic in the younger man’s argument. He hadn't 
interrupted as much as usual, resorting instead to grunts 
of approval and scowls when he thought otherwise. He 
did mumble something about limited space and also how 
it was much easier to talk about doing things than doing 
them, but at that he was reasonable. In fact his memory 
told him that the previous summer he had several calls 
for some of the merchandise Burke had suggested. 
He had disliked very much the admission to both visitors 
and natives that he wasn’t prepared to render the kind 
of local service they required. Much worse, he disliked 
the comment of one or two about getting “them the 
next time they were in the city.” That hurt and Stark 
knew it wasn’t right, but at that he couldn’t help thinking 
about his toy stock on hand. He felt it was his turn to 
talk anyway. Ignoring Jimmy’s attempt to show him 
some samples and illustrated descriptions Mr. Stark 
shook his head and said, “Look here now, I got some 
money tied up in that stock out there. Suppose I fol- 
low your idea and put in some more money, what do I 
do with the toys on hand?” 

“Well,” says Jimmy, “most of the toys are in demand 
all year and with few exceptions you will enjoy some 
business throughout the line all year. The thought I 
want to get over is, this—you need the strictly summer 
merchandise atmosphere in your toy displays to make 
people think about Stark Hardware Co. for summer toys 
and to get them coming in for them. Once you have 
started to establish yourself as a source of suitable toys 
all year round you will find the seasonal lines demand 
helping your entire toy stock. You don’t need a great 
deal of summer goods but you do need some. You've 
got to put the spirit of summer into your toys. You 
don’t stop selling hammers in tht summer but you do 
feature lawn mowers instead of snow shovels and the 
same plan works on toys.” 

Down in his heart George Stark was thoroughly con- 
vinced, but he loved to make Jimmy sweat. He did 
give him a fair order for some of the strictly summer 
toy goods, but in doing so, he warned the salesman that 
it was an experiment, the last one he’d ever make if the 
results weren’t right. 

He had made Jimmy sweat, but then being a good 
salesman Burke was also a student of human nature. 
He knew his customer and knew there was a bark far 
worse than the bite. He sort of accepted the challenge 
on the experiment basis. He knew his premise was 
sound and history that summer at the Stark store con- 
firmed his opinions. 





This paint window was so effective that we kept it for nearly seven weeks 
steady. During this time the color combination on the chair displayed was 
changed three times 


STOCKY WINDOWS BRING 
HOME THE BACON 


By THEODORE P. FLATO, Fiato’s, Inc., Allston, Mass. 


E have found that, 
of all the different 
types of window 
display the 
“stocky” trim fea- 
turing a large 
number of items is one that brings 
in the most business. Stocky win- 
dows say by implication, “Here is a 
well-stocked store where you can get 
anything you need in hardware, 


houseware and paints at prices that 
are, as you see, most reasonable.”’ 

Many display men do not approve 
of stocky windows. They tell us 
that people become bewildered and 
confused by the immense variety of 
items on display. This confusion 
exists only when the merchandise is 
thrown in without regard for bal- 
ance. Some stocky windows there- 
fore always look “junky” and over- 
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crowded. Balance is the most im- 
portant word in window display. 
No matter how many hundreds of 
items you have in the window, if the 
trim is well balanced there cannot 
possibly be any appearance of con- 
fusion or overcrowding. 

Every trim should be constructed 
like a design composed of a number 
of units. Each unit (or group of 
merchandise) should be in effect a 
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separate display. It is the job of 
the window display man to arrange 
these units into a balanced display 
that will, when finished, be both com- 
plete and harmonious. The Liggett 
Drug Stores, who generally trim 
stocky windows, find it easy to show 
up a very large number of items by 
simply balancing the display and 
varying the size of the units. 

Variation avoids monotony. Dis- 
plays should always be something 
more than a tiresome collection of 
small units. Special emphasis should 
be put on certain items in the win- 
dow to make them stand out from 
the rest of the display. The most 
simple way to do this is to make 
some units larger than others. 

In layout, most stocky windows 
are low at the front and high at the 
back, a sort of step effect with the 
high-spots (the large units) in the 
center and at the corners. If you 
have your high-spots well placed in 
the center and at the corners the rest 
of the window will almost take care 
of itself. 
of a nicely balanced window that 


Fig. 2 is a good example 


sold a very substantial amount of 


kitchenware. ; 

In order to attract attention to 
the display, the high-spots should 
be sure-fire sellers or else new or 
especially interesting merchandise. 
Like in a newspaper ad, the less im- 


portant items can be shown up in 
small space. These smaller units, 
incidentally, often provide an op- 
portunity to dispose of slow-moving 
items without devoting much space 
to them. If you have some things 
in the store that are practically 
dead stock (and who hasn’t?), try 
showing them up in small space at 
a deep cut price. 

People do notice the small display 
units as well as the larger ones. To 
mention just one instance, we had 
a gross or so of little wooden spoons 
hanging around for a long time 
(we’re ashamed to say how long) 
The ordinary retail price was 10 


cents. If you look closely at Fig. 2 
you will see them marked out at 5 
cents each in a small space. As a 
result we cleaned out the whole lot 
in a few days and were well satis- 
fied to turn them into cash. 

Today stores in practically every 
line of business, from peanuts to 
pianos, are using price tickets. Com- 
petition, as we all know, is keener 
than ever and the dealer who dis- 
plays merchandise without a price 
conveys the impression that he is 
afraid to do so because his price is 
high. By all means price every- 
thing in the window, from a 10 cent 
ice pick to a $400 radio set. 

(Continued on fage 58) 


39 different small displays are 

shown up in this well-balanced 

window with no appearance of 
overcrowding or confusion 


A stocky hardware trim that 

pulled reasonably well but could 

be very much improved by more 
carefully balancing the units 





HOW NEFF REDUCED 


C)utsTANDING Accounts 


From $140,000 to $97,000 
Within a Year, Increasing 
Cash Sales Simultaneously 


N explaining the plan in a recent 
talk at a round-table discussion 
of retailing conducted by the 
National Business Survey Con- 
ference Committee of the U. S. 
Chamber of Commerce, of 

which he is a member, Mr. Neff 
said in part: “What I have to say 
to this meeting in the limited time 
allotted must be from the standpoint 
of the small independent retailer. I 
am operating six hardware stores in 
small towns, and belong to the class 
of independent merchants who are 
doing so many things in the wrong 
way, but still manage to sell some- 
thing like 85 per cent of the goods 
sold at retail in this country. During 
this meeting we have heard of a 
great many things that are wrong 
with the independent retailer. Most 
of these things are true, and I could 
myself add a number of items to the 
list. Since, however, the subject as- 
signed to me is “Credits and Collec- 
tions,” I must confine myself to that 
subject. I will say that another of 
the things wrong with the indepen- 
dent retailer is excessive and un- 
profitable receivables. Quite a litt'e 
has been said of the excessive and 
unbalanced inventories, but next to 
this comes the burden of too much 
accounts receivable and unproduc- 
tive accounts. 

“My observation of a great many 
hardware stores has shown that 
when a hardware retailer is discour- 
aged with his business, he practically 
always mentions, as one reason, the 
burdensome nature of his accounts. 
When a hardware business fails, it is 


always found to have excessive ac- 
counts. There may be other reasons, 
but this reason seems to be always 
present as a contributing factor. 
Time will not allow me to give in 
detail an analysis of this situation. 
I can only mention a plan for cor- 
recting it. Mr. Hahn has said that 
our trouble is not failing to know 
what to do, but failing to do the 
things which we know should be 
done. This is not always true. We 
do not always know what should be 
done in the new conditions which 
are arising. It is necessary for us 
to experiment. The independent re- 
tailer finds it necessary to adopt new 
methods which are being introduced 
by his new competitors, such as the 
chain stores; to make use of them 
in their own business, if they can 
be adapted to it, and at the same 
time retain the advantages of inde- 
pendent ownership and operation. 
“We are experimenting with this 
plan of reducing accounts: For all 
sales for cash on or before delivery 
we allow a discount of 5 per cent, 
providing the aggregate purchase 
amounts to $5 or more. If goods 
are charged to the customer’s ac- 
count, this account is paid by the 
10th of the month following pur- 
chase, we allow a discount of 3 per 
cent, if $5 or more is involved. If 
the account is not paid by the 10th 
of the month following purchase, 
no discount is allowed and the goods 
are net after that, up to sixty days 
from date of purchase. If sales are 
made on terms exceeding sixty days, 
an interest-bearing note is required, 
36 


and on installment sales the usual 
title-retaining note is taken, with the 
addition of a finance charge. 

“This plan gives the cash custom- 
er the advantage he deserves, and 
requires the customer who wishes to 
avail himSelf of the credit service 
to pay for that service. It does not 
antagonize the customer as a drastic 
collection system would, since he has 
the option of buying for cash at the 
low price, or of securing credit at 
the higher price. We used this sys- 
tem in two stores during 1929, and 
found that for that year it increased 
our cash sales 75 per cent and re- 
duced our accounts 40 per cent. We 
have extended the system to two 
other stores for 1930 and are get- 
ting good results to date. We ex- 
pect next yedr to have further data 
on results which will justify us in 
putting the system in operation in 
all our stores. The independent 
merchant who is competing with 
limited-service retailers must find 
some way to meet the prices of this 
competition on staple lines with the 
minimum of service, and at the same 
time be in position to give service 
to those who desire it with a fair 
differential in price.” 

Recently, Mr. Neff, augmenting 
the facts contained in the preceding 
paragraphs, asserted that control of 
receivables was next in importance 
to business and_ stock control. 
Stressing the fact that when most 
dealers are confronted with the fig- 
ures showing that accounts receiva- 
ble are out of proportion to the 
amount of business being done by 
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their store, that their first thought 
is to “tighten up” on credits, which, 
he said, would be seldom practica- 
ble in his estimation, especially in 
farming communities, where the 
convenience of a charge account is 
almost demanded. In addition, such 
a move would restrict the sales vol- 
ume to a harmful degree. 

In putting this system of reduc- 
ing outstanding accounts into effect, 
a well-defined credit policy was first 
formulated, which, when completed, 
took the following form: 


Credit Policy for the 


Vance Stores 


“In order to improve the condi- 
tion of our Receivables and to put 
our credit business on a better basis 
the following rules. are to be 
adopted. 

“Each store is to have a type- 
written list, easily accessible to all 
salesmen, which will contain the 
names of all persons who are eligi- 
ble for credit. If any names on this 
list are eligible for a limited amount 
of credit, this limit shall be indi- 
cated on the list. If any employee 
sells any merchandise on credit to 
any person not on this list, such 
goods sold shall be charged to the 
employee’s personal account, and 
the employee shall be responsible for 
the collection of this amount. If 
anyone applies for credit who is not 
included on the list, such application 
shall be referred to the man who is 
in charge of credits for that partic- 
ular store, and if he approves such 
credit the name of the man shall 
be placed on the approved list. 

“Merchandise may be sold on the 
installment basis with title retain- 
ing contract to persons not on the 
approved list, providing the credit 
man approves such sale; but this 
approval shall not carry with it the 
privilege of buying goods on open 
account. A definite form of title- 
retaining contract shall be used for 
such sales, and the price at which 
goods are sold on this basis shall 
be in accordance with instructions 
given governing this class of sales. 
It will be our policy to eliminate 
from our books all small accounts 
which cause trouble in collecting, 
whether parties are good risks or 
not, and all accounts of any size 
which are at all doubtful. It will 
also be our policy to educate our 
good customers to the point of ob- 


serving our regular terms, and pres- 
sure shall be judiciously applied to 
such customers who show a ten- 
dency to violate such terms. These 
terms are that all accounts shall be 
paid in thirty days, unless a longer 
time is desired; in which, case 
special arrangements must be made 
and the extended time granted shall 


Add 1 per cent per month to bal- 
ance after down payment is deduct- 
ed, and divide into equal install- 
ments. No interest on payments if 
paid when due. 

Under the plan customers desir- 
ing to open a charge account must 
first be interviewed by the store’s 
credit manager and offer convincing 
proof of his or her eligibility for 
credit. As a further step toward en- 
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W. N. NEFF 


Past President, Vir- 
ginia Retail WHard- 
ware Association, the 
story of whose meth- 
ods is told in this 
article. 


RDENSOME receivables constitute a gen- 
uine problem for some hardware mer- 
chants, and to these, the method evolved 
by W. N. Neff to reduce the excessive total of 
outstanding accounts should prove exceedingly 
helpful. 
President of the Vance Supply Co., Inc., Abing- 
don, Va., supervises the six hardware stores 
operated by the firm in the fertile agricultural 
district of southwestern Virginia. In consum- 
mating an annual aggregate volume of business 
of more than $600,000 the total of receivables 
amounted to $140,000 in 1928. The following 
year, due to the adoption of new methods, re- 
ceivables were reduced nearly one-third to a 


Mr. Neff, as General Manager and 


total of $97,000. At the same time cash sales 
increased tremendously. 





be covered by an interest-bearing 
note. Such a note shall be consid- 
ered a definite contract to pay at 
the time of maturity, and notes so 
given are not to be renewed, un- 
less such renewal is necessary in or- 
der to improve the security of the 
debt. No note discounted at a bank 
is to be renewed. 

In general, it is our policy to sell 
goods to people who are able to 
finance their purchases. We do not 
undertake to act as bankers except 
that with absolutely sound risks we 
will be willing to give a reasonable 
amount of time when desired on a 
note settlement basis. 


Installment Selling: 


Time up to twelve months, with 
weekly or monthly payments. Use 
regular printed title-retaining in- 
stallment note. 

Collect 25 per cent of price, no 
cash discount on down payment. 


forcing the credit policy, the firm’s 
Board of Directors passed a resolu- 
tion to the effect that no store man- 
ager has the authority to renew notes 
under any circumstances. The plan 
really encourages customers to 
maintain an account, as it makes it 
convenient for them to telephone or 
send for many articles for which 
there is an urgent need. If such 
customers maintain a small account 
and pay promptly before the 10th 
of the month following purchase, in 
addition to being more convenient 
to them they save 3 per cent on 
their purchases. 

For the most part the reaction of 
customers to the plan has been fa- 
vorable, as the majority quickly see 
that it is an equitable plan for both 
cash and charge customers. Occa- 
sionally an objection is voiced, but 
the desirable features of the plan 
far overweigh the few complaints 
that have been heard. 
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THE RETAIL SALESMAN’S 





RESPONSIBILITY 


or indirect, in the business from which his salary 
is derived. If that business pays, he holds his posi- 
tion and shares in its prosperity. Since he benefits from 
the business, he must share in the responsibility for 
making it profitable. If he cannot shoulder that re- 
sponsibility, he should be honest with the business and 
with himself, and seek other employment. No salesman 
can be bigger than the attitude he takes toward his 
responsibilities. 

We will take it for granted that you are sharing in 
the benefits of some business. If not, you would not be 
in your present position. No man of intelligence works 
for nothing, and every cent in a salesman’s pay envelope 
must come out of the business. But how do you rate 
in the matter of responsibilities which go with the 
business ? 

Here are a few of the responsibilities you owe the 
business so long as you remain on its payroll: 

Loyalty. If you cannot be loyal, then be honest and 
quit. 

Honest Effort. No man has a right to give less than 
a full measure of honest effort to his job. 

Enthusiasm. It requires no more effort to be enthusi- 
astic about your work than about the other things in 
life, and enthusiasm builds business. 

Interest. Not merely interest in the business, but 
interest in the customer. He it is who makes business 
possible. He donates his time whenever he spends it 
looking at merchandise, but you are paid for the time 
you use in showing it to him. 

Dependability. Part of-your responsibility is the per- 
formance of your work in such a manner that you can 
always be depended upon. If you are dependable, those 


\ VERY retail salesman has an interest, either direct 
id 


By LLEW S. SOULE 


in charge of the business will recognize the fact and pay 
you accordingly. : 

Courtesy. Costs nothing, but pays large dividends. 
In the eyes of the customer, you are the store. If you 
are lacking in courtesy, the store will soon get a reputa- 
tion for discourtesy. 

Thoroughness. Any work worth doing is worth 
doing well. Work only half done signifies half hearted 
or half headed workers, and should also signify half pay. 

Tact. This is merely another name for applied com- 
mon sense. It means doing and saying the right thing 
at the right time. Cultivate tact; it is one of the great- 
est of business assets. 

Cleanliness. Personal, of course, but the store type 
also. ' Nothing is more distasteful to discriminating cus- 
tomers than lack of cleanliness. Make the store look like 
a real place of business; one that can afford to pay good 
salaries. 

Service. The foundation of business success. Service 
is the yard stick by which people judge you, the pro- 
prietor and the store. The responsibility of service is 
one of the most important a salesman faces, and is often 
the most neglected. 

Honesty. Not alone honesty in the matter of handling 
merchandise or cash. The salesman who steals money 
will eventually pay the penalty. There is, however, 
another type of honesty which deals with telling the truth 
to the customer and the management, and with giving 
full measure of time, thought and effort to the work at 
hand. 

Make it a point to recognize and assume the responsi- 
bilities that go naturally with retail selling. When you 
have done so, you will have laid the foundation for 
successful salesmanship. 
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Henry Brown Takes the Air 


Chicago Hardware Dealers Will Utilize Radio 


ITH the Chicago Retail 

Hardware Association as 

co-sponsor, Station WENR, 
Chicago, which has broadcast the 
popular weekly radio feature, “The 
Smith Family,” for the past year 
and a half, will introduce Henry 
Brown, hardware merchant, as an 
intimate and helpful friend of the 
Smiths and consumers in general. 
The Chicago Retail Hardware Asso- 
ciation is financing the cause of the 
independent hardware dealer in the 
plan and the initial broadcast was 
placed on the air from 8 to 8.30 
p. m., Central Time, on June 30. 


Thirteen Weeks on the Air 


Arrangements were completed by 
Secretary J. C. “Cleve”: Amis of 
the association and executives of the 
Great Lakes Broadcasting Co., early 
in June. The station is engaged 
for thirteen weeks, with an option 
for thirteen more, under the terms 
of the agreement, which is the first 
of its kind ever made by any hard- 
ware association. Chicago hardware 
men are expecting that the radio 
campaign will benefit every hard- 
ware merchant in the Chicago terri- 
tory, either directly or indirectly. 
Several manufacturers and whole- 
salers have contributed to the fund 
set aside for the purpose. 

This move is of especial interest 
at this time as several trade associa- 
tions composed of retail merchants 
in other lines of business are seri- 
ously considering the advantages of 
the medium of radio in reaching 
consumers with the message of the 
independent merchant. On June 17, 
the National Association of Retail 
Grocers in convention at Dayton, 
Ohio, unanimously approved in prin- 
ciple, the proposal of the central 
organization to provide a series of 
programs to be broadcast to advo- 


Feature in Building Good Will 


cate the cause of the independent 
retail grocer. After considerable 
discussion a committee was ap- 
pointed and charged to investigate 
the costs involved in instituting the 
broadcast over a national network 
of radio stations. In view of this 
and of similar steps under considera- 
tion by other association groups, the 
Chicago Association’s _ initiative 
speaks well for the hardware trade. 

It is said that “The Smith Family” 
program is one of the most popular 
entertainment features being broad- 
cast by any Middle Western sta- 
tion. About five thousand letters 
are received by the station every 
week, nine-tenths of them having to 
do with the words and action in 
this dramatic presentation of mod- 
ern domestic life. Hundreds of 
thousands of radio listerers in 
WENR’s territory are estimated 
to make up the vast audience 
reached by the radio feature broad- 
cast during a half-hour, which many 
consider, the most opportune time 
to reach the largest number of 
listeners-in. Numerous letters are 
addressed by fans to individual 
members of the cast, directed to 
their fictitious names ; most of these 
offer advice as to what to do or say 
next in the continuity of the radio 
drama. 


Henry Brown a Prominent 
Figure 

From the viewpoint of the hard- 
ware trade, it is particularly appro- 
priate that Henry Brown, the 
mythical personification of the aver- 
age hardware dealer, is cast as a 
prominent figure in the life of “The 
Smith Family” the average family 
of consumers, as recently portrayed 
and discussed by the trade. 

Harry Lawrence of WENR is 
the author of the sketches and he 
says that once the initial situation is 
determined that following sketches 


almost write themselves in natural 
sequence of incidents. 

Some time ago, Mr. Lawrence 
began to align the sketches to logi- 
cally and naturally introduce the 
character of Henry Brown. As he 
is typified in the cast, “Henry” is 
a new hardware dealer, who has 
acquired a rundown hardware store 
in Glendale Park, an imaginary sub- 
urb and is moving into the Smith 
neighborhood. Brown is ambitious 
to make a success of the feeble busi- 
ness he has just purchased and Mrs. 
Smith has openly expressed her 
disrespect for the slipshod methods 
the store has followed in the past. 
As the Browns move in, the Smiths 
show the usual curiosity about new 
neighbors. However, Henry is soon 
accepted as one of them and it de- 
velops that Mrs. Smith finds her- 
self buying more and more hard- 
ware at the store, now renovated, 
for which, she formerly had an 
aversion. In this general fashion 
the sketches proceed, all for the 
betterment of public opinion with 
respect to independent hardware 
merchants and their merchandise. 
The general theme of the radio 
playets portray, in effect, the week- 
to-week domestic adventures of an 
ordinary family. 

Two posters are being used by 
Chicago hardware dealers to center 
public attention on Henry Brown’s 
entry into the cast enacting the 
“Smith Family” sketches. One 
reads: “Hear the ‘Smith Family’ 
with our compliments. This hard- 
ware store with other members of 
the Chicago Retail Hardware Asso- 
ciation is a cosponsor of “The Smith 
Family. Tune in—Hear Them, 
WENR, every Monday, 9 to 9.30 
p. m. (Chicago Daylight Saving 
Time). The family with a million 

(Continued on page 59) 
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ew Catalogsand Dealers’ Helps 


Available From Manufacturers 


Tested Tools Catalog 
Offered by Evansville 


A 30-page catalog on Tested Tools 
manufactured by Evansville Tool Works, 
Inc., Evansville, Ind., has been published. 
It makes all previous catalogs void. In 
front of the booklet the trade name and 
method of keeping handles tight is ex- 
plained, as well as additional features 
of the line. Numerous members of the 
line are illustrated, and specifications are 
given as to size, weight and purposes of 
the tools. 





Humphryes Issues Booklet 
on Plumbing Fixtures 


The Humphryes Mfg. Co., Mansfield, 
Ohio, has recently issued Catalog E, 
showing Humphryes enameled sanitary 
ware. Some of the fixtures are shown 
in colors. Bathroom combinations. are 
described and illustrated. Dimensions are 
given on many of the fixtures. Fittings 
are described and illustrated in the back 
of the book. 





Elevator Signals Catalog 
Published by Richards- Wilcox 


Catalog No. A57 has been issued by 
Richards-Wilcox Mfg. Co., Aurora, III. 
Signal controllers, transmitter units, car 
operator’s flashes, flashlight annunciators, 
signal fixtures, auxiliary systems, indi- 
cators, night service annunciators, me- 
chanical dials, push button plates, position 
indicators and push buttons are described 
and illustrated in this 24-page catalog. 
On some of the smaller items the speci- 
fications are indicated. Only systems in 
most general use are described in this 
booklet. 





F, E. Myers & Bro. Co. Publishes 
Myers’ Spray Sales and Service 


F. E. Myers & Bro. Co., Ashland, 
Ohio, publish a sales and service bulletin 
known as the Myers Spray. It is for 
distribution to dealers, salesmen or others 
upon request. The Spray brings deal- 
ers, sales arguments, talking points and 
service tips on Myers Spray Pumps. This 
paper is intended to help dealers sell more 
Myers Spraying Equipment and make 
more money in such sales. Methods of 
display and means of using these prod- 
ucts to greater advantage are explained 
in the issues of this paper. 





Electrical Handbook 
for Buyer and Seller 


A handbook has just been issued by the 
Electrical Association of New York, 


Inc., 100 E. 45th St., New York City, 
containing twelve sections covering each 
of the following classifications: Illumina- 
tion, Industrial Control, Industrial Heat- 
ing, Material Handling, Motors, Refrig- 
eration, Signals, Signs, Switchboards and 
Panelboards, Tools, Ventilation and Wir- 
ring. This handbook gives facts on each 
of the foregoing subjects that are of in- 
terest to both the buyer and seller of 
such equipment in each respective field. 
It is free from any trade names. 

All data were compiled by the most 
representative technical men in each in- 
dustry covered, yet the information is so 
compact and concise that even non-tech- 
nical men can understand its contents. 
The Electrical Association of New York, 
Inc., is an organization representing the 
different branches of the electrical indus- 
try in the metropolitan district. 


Ajax Steel Loading 
Chain Bulletin 


Of special interest to those who need 
chain of maximum strength with mini- 
mum weight will be a small folder just 
issued by American Chain Co., Inc., 
Bridgeport, Conn., showing a table of 
specifications of the various sizes of 
Ajax Steel Loading Chain. This chain 
is particularly adaptable for use in the 
lumber and petroleum fields, but has 
also been found ideal to meet the needs 
of many other industrial applications. 


Issues Its Silver 
Anniversary Catalog 


Under the title of “The Fulton Line,” 
the Patent Novelty Co., Fulton, IIl., ob- 
serving its twenty-fifth year in business, 
has issued its silver anniversary catalog, 
No. 12, illustrating and describing the 
products manufactured by the company, 
including “Mailtainers” and _ rust-proof 
letter-boxes, dust pans, recipe cabinets, 
indoor clothes-line reels, fire shovels, 
match boxes, crumb trays, toasters, cash 
and document boxes and toys. Most 
of these items are shown in colors, in- 
cluding “Mailtainers” of distinctive de- 
sign. The catalog contains 36 interest- 
ing pages between symbolic silver covers, 
the front of which is embellished with 
a modernistic design. An engaging pref- 
ace is written by President Frank W. 
Dana, who dedicates the catalog to deal- 
ers. Other officers of the company are: 
G. H. Reimer, vice-president; S. C. Co- 
man, secretary-treasurer. A. D. Cowan 
is advertising manager. .A Chicago office 
is maintained in Room 1498, Merchandise 


Mart. 


Burn All Incinerator 
Selling Plan 


In the distribution of Burn All incin- 
erators, the Seth Sales Corp., 62 W. 14th 
St., New York City, has a plan of dealer 
cooperation which has proved very suc- 
cessful in many localities. In addition 
to a demonstration there is a series of 
selling letters available for the dealer’s 
use. Each sales representative is a dis- 
trict sales manager and will devote as 
much of his personal time as may be 
necessary to promote the demonstration 
and subsequent sale of incinerators. 
Complete details of the plan may be ob- 
tained from the company. 





General Electric Catalog 


General Electric Co., Schenectady, 
N. Y., has issued catalog GEA 600A, 
consisting of more than 1100 pages of 
information, tables and illustrations con- 
cerning products and services offered by 
the organization. It is bound in a flexi- 
ble cover of high-grade material and 
contains information about the offices, 
plants and service shops maintained and 
used by the organization. In the rear 
there are tables of measurements of in- 
terest to dealers and users of electrical 
merchandise. This catalog supersedes 
catalog GEA 600 and all previous cata- 
logs, excepting 6002 and 604A, which 
contain complete information on railway, 
mine and industrial supplies and mer- 
chandise products. 





The Telechronicle 


An attractive “house organ, known as 
the Telechronicle, is published by the 
Warren Telechron Co., Ashland, Mass., 
in the interests of dealers handling the 
electric clocks produced by this organi- 
zation. 

Merchandising hints, dealer displays 
and sales campaigns planned and offered 
by the organization are described in this 
little paper. There are also reprints 
from other papers in reference to elec- 
tric timing and its value. 





Landers, Frary & Clark 
Issues Appliance Catalog 


Landers, Frary & Clark, New Britain, 
Conn., has recently issued catalog No. 
30E, showing a wider line of Universal 
electric ware than has previously been 
offered. It contains 112 pages of in- 
formation about the line, together with 
illustrations of many items. Construc- 
tion features are shown and explained, 
and in the back of the book there is a 
complete price list for repair and re- 
placement parts. 
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F.R. WOODWARDRETIRES;; | This branch is the headquarters | the organization for 47 years. | HENRY CLAY GRATON IS 


INVENTED GLASS CUTTER 


F. R. Woodward, inventor of 
the steel wheel glass cutter, has 
retired from the organization 
of Landon P. Smith, Inc., Irv- 
ington (Newark), N. J. He 
joined the company in 1872 and 
was at one time treasurer of 





F. R. WOODWARD 


the concern. Mr. Woodward, 
who is well known throughout 
the trade, managed the factory 
in Hill, N. H., where the cut- 
ters are made. The original 
factory has grown from a group 
of three employees to the larg- 
est plant of its kind in the 
world. 

The company has been very 
successful in introducing the 
Red Devil Glass Cutter to the 
trade throughout the world, as 
well as automatic and hand 
glaziers, glaziers’ points, circle 
machines, hand sweeps and 
many other tools. These tools 
have been successfully replac- 
ing the use of diamonds in the 
industry. A new catalog has 
just come off the press, show- 
ing these and other glass tools 
offered by the company. 





AMERICAN STOVE CO. 
OPENS DISPLAY OFFICES 


A new office display room 
and warehouse has been opened 
by the American Stove Co. at 
Philadelphia, Pa., coincident 
with the new sales policy an- 
nounced July 1. There are 25,- 





000 sq. ft. of space occupied 
in the Terminal Commerce | 
Building, 401 N. Broad St. | 


of the Atlantic sales division, 
embracing Maryland, Delaware, 
Virginia, eastern Pennsylvania 
and southern New Jersey. 





WAGNER ELECTRIC CORP. 
HAS ATLANTA BRANCH 


The Wagner Electric Corp., 
St. Louis, Mo., has announced 
that a combination sales and 
service office has recently been 
established in Atlanta. The 
branch office is located in a new 
fireproof building at 14-20 Al- 
exander St., Atlanta, Ga. 

The same personnel will con- 
tinue to serve the trade. 





CHARLES ILFELD CO. IN 
BUSINESS 65 YEARS 


Charles Ilfeld Co., Albu- 
querque, N. M., wholesale dis- 
tributors of many varied lines, 


celebrated its 65th anniversary 
on June 18. The business was 
established by the late Charles 
Ilfeld in 1865, whose ideal of 
storekeeping was to furnish de- 
pendable service and merchan- 
dise. Max Nordhaus, president 
of the concern, has been with 





He was born on the same day 
as the founder started the com- 
pany. 

The organization has branches 
in Las Vegas, Albuquerque, 
Santa Fe, Santa Rosa, Gallup 
and Magdalena, and a branch 
office in New York. The com- 
pany was incorporated in 1906. 


GOLD - PLATED DOOR 
KNOBS FOR NEW HOTEL 


Gold-plated door knobs will 
adorn many of the rooms of the 
new Waldorf-Astoria Hotel, 
being constructed in New 
York, it was learned July 1 
with the announcement that the 
order for the manufacture of 
all of the huiiders’ hardware 
for the structure had been 
awarded to the Russell & Er- 
win division of the American 
Hardware Corp. in New Brit- 
ain, Conn. 

The order is said to approach 
$250,000, the largest single 
order ever given to a factory 
for hardware of this character. 

Special designs are being 
made for the scutcheons, which 
will be more than 20 in. long. 





Hardware Installment Returns Low in 


National Retail 


(Washington Bureau of HARDWARE AGE) 


The lowest percentages of re-| turns and allowances is one of 
turns and allowances on install-| the major revelations of the 


ment sales were reported by 
hardware stores at 3.5 per cent, 
according to the National Re- 
tail Credit Survey, recently 
completed by the Department 
of Commerce. Next came au- 
tomobile dealers, 4.2 per cent, 
followed by automobile-acces- 
sory stores, 5.1 per cent. Mu- 
sical instrument stores led in: 
returns and allowances on in- 
stallment sales, 15.4 per cent 
followed by furniture stores, 
13.7 per cent, and department 
stores, 13.1 per cent. 

Returns and allowances in 
retail stores throughout the 
country probably aggregate $3,- 
000,000,000 annually, according 
to the report, and represented 
between 7 and 8 per cent of 
all retail sales. 

The high percentage of re- 





Credit Survey 


survey. Installment credit sales 
show the highest average ratio 
in this respect, returns and al- 
lowances being 12 per cent of 
the total value of sales made on 
this basis. An average of 9.9 
per cent of the open credit sales 
and 5.2 per cent of cash sales 
were accounted for by returns 
and allowances. 

Out of a total of more than 
35,000 reports from retail out- 
lets covering 33 principal groups | 
of commodities, 75 per cent of'| 
the outlets were extending open | 
credit, 18.7 per cent were ex- | 
tending installment terms, and | 
20 per cent sold for cash only. | 

Of the-1588 dealers in hard- 
ware and tools, 81.1 per cent 
reported the use of open 
credit and only 3.2 per cent re- 
ported using installment credit. 
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AT THE CENTURY MARK 


Henry Clay Graton, founder 
of the Graton & Knight Co., 
manufacturers of leather belt- 
ing and leather goods, Worces- 
ter, Mass., celebrated his 100th 
birthday anniversary July 10. 
He was born on a farm in 
Leicester, Mass., at a_ time 
when the population of the en- 





HENRY CLAY GRATON 


tire country was about that of 
the metropolitan area of New 
York today. The gold rush to 
California was not yet dreamed 
of. Only 24 States comprised 
the Union, and west of the Mis- 
sissippi River was wilderness 
and desert. 

Today the Graton & Knight 
Co. is in its eightieth year, Mr. 
Graton having founded it at the 
age of 21, with a friend, Joseph 
A. Knight. The original capi- 
tal was $800, and the first plant 
was a small two-room .shop. 

At that time railroads ren- 
dered uncertain service and 
travel was still largely by stage 
coach or on foot. Mr. Graton 
did practically all of his selling 
from a sample pack that he car- 
ried over his shoulder. As the 
first salesman of the Graton & 
Knight Co., he was appropri- 
ately called upon to make the 
opening address at a sales con- 
vention of the company a few 
weeks ago. ° Still alert and in 
good health, he can look back 
upon the stupendous changes 


| that have taken place in the 100 


years through which he has 
lived, and can review with 
pride his company’s growth. 
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Price Recession Has Run Its Course, 


Speakers Tell Purchasing Agents 


Commodity prices and their 
trends, methods of purchasing, 
and the drift of business, were 
outstanding subjects of discus- 
sion at the fifteenth annual in- 


ternational convention of the 
National Association of Pur- 
chasing Agents, held June 16 to 
19 at the Stevens Hotel, Chi- 
cago. This meeting, with which 
was incorporated an_ exhibit, 
was attended by representatives 
of purchasing organizations in 
France, England and Mexico, 
as well as more than 100 Can- 
adian members of the associa- 
tion. Establishment of a na- 
tional clearing house for reports 
and findings of scientific and 
engineering groups in the avia- 
tion industry and formation of 
a central information bureau for 
data regarding purchasing and 
supplies were advocated. 

A more liberal buying policy 
than the rigid hand-to-mouth 
basis on which American in- 
dustry has been operating is 
foreseen by J. R. Whitehead, 
Fairbanks, Morse & Co., presi- 
dent of the National Associa- 
tion of Purchasing Agents. The 
rate at which prices have been 
declining has gradually de- 
creased, indicating that the bot- 
tom has been reached or soon 
will be. When this point is 
reached it may be expected that 
the pressure toward short term 
buying will be relieved some- 
what and a more liberal policy 
will be in order. 

Business is scheduled for an 
upturn in August, after the dull 
month of July, but the improve- 
ment may be delayed until De- 
cember, Alvan T. Simonds, 
economist and president of Sim- 
onds Saw & Steel Co., pre- 
dicted. Decreasing money rates 
since last November indicate, 
with other factors, the begin- 
ning of another three-year cycle 
of advance in all lines, and a 
long cycle of advance over a 
10-year period, with brief set- 
backs at the end of each three 
years. These “swings” he de- 
scribed as the normal orbits of 
business. 

The need now to insure better 
business is training in economics 
and the theory of business, to- 
gether with a knowledge that 
the days of “hunch and bunk” 
in forecasting business are 
about over. The business exec- 
utive of today must be trained 
to think and to realize that the 
successful enterprises are going 
to be those that are based on 
the application of the right 
theory. 











There is nothing to indicate 
a “general downward trend” in 
commodity price, Dr. H. Parker 
Willis, editor, Journal of Com- 
merce and professor of bank- 
ing, Columbia University, told 
members of the association. 
Commodity prices now average 
about 6 per cent below the 1926 
normal, but the general price 
level has been lowered not by 
a general recession, but by 
marked declines in a _ limited 
number of commodity groups. 
Declines have come mainly in 
raw materials, and in some lines 
of manufactured goods where 
there were special cases of 
“overproduction” to meet the 
demands of artificially stimu- 
lated markets. 

On the whole, price reduc- 
tions are hopeful rather than 
a discouraging symptom, from 
the long range business point of 
view. Those industries which 
have overstocks of materials 
must necessarily submit to in- 
ventory losses, but having done 
so, will have laid the founda- 
tion for prosperous conditions 
on a basis of cheap raw ma- 
terial. On the other hand, 
those businesses which are. en- 
gaged in the production of the 
materials themselves find it 
difficult to maintain profits or 
dividends in the face of a 
shrinking price level. 

Perhaps the most encourag- 
ing factor from the general bus- 
iness standpoint is the circum- 
stance that in a number of com- 
modity fields the price recession 
already has run its course with- 
out being regarded as more 
than a business problem peculiar 
to a given industry. 





CROSBY, SEATTLE MGR. 
FOR MARSHALL-WELLS 


M. C. Crosby has been ap- 
pointed manager of the Seattle, 
Wash., branch of Marshall- 
Wells Co. He succeeds E. H. 
Parker, due poor 
health, will enjoy an extended 
vacation, at the close of which 
he will join the Portland, Ore., 
branch of the company. 

F. L. Chandler, for ten years 
associated with the company’s 
branch at Winnipeg, Sask., 
Canada, and since February, 
1929, manager of the Aberdeen 
branch, has charge of purchases 
and is superintendent of the 
Seattle warehouse. ER: 8s, 
Cooper is office manager and 
credit manager at Seattle. 


who, to 





HERCULES MODERNIZES 
CARTHAGE, MO., PLANT 


Rearrangement of plant fa- 
cilities at its Carthage, Mo., ex- 
plosives plant is being under- 
taken by Hercules Powder Co., 
Wilmington, Del., at a cost es- 
timated at $175,000. Thirteen 
small buildings in the plant area 
are to be replaced by nine new 
buildings, modern in design and 
equipment. Much of the cost 
of the project will be incurred 
in removal and installation of 
material and machinery. 

Because of the company’s 
ruling regarding the number of 
men working in explosives 
areas, contracts will not be 
awarded. The installation is 
being carried out by Hercules 
employees under the direction 
of Plant Superintendent J. S. 
Marks of Carthage and Con- 
struction Engineer R. K. Hal- 
lett of Wilmington, Del. 





DAYTON CORP. FORMED 
TO MAKE RADIO 
PRODUCTS 


The Dayton Scientific Corp., 
Dayton, Ohio, has been incor- 
porated in the State of Ohio. 
Manufacturing of radio and 
electrical devices and also re- 
search in these lines will be the 
functions of this company. 

The officers are Oscar H. 
Hulberg, president; H. L. 
Burns, vice-president and treas- 
urer, and George F. Holland, 
secretary. Of these Messrs. 
Burns and Hulberg are well 
known to the radio trade. 

One of the first products of 
this corporation will be a short 
wave receiver suitable for the 
use of the non-technical trade 
and will be sold through dis- 
tributors. Thirty-three distrib- 
utors in the United States and 
South America had been ap- 
pointed up to July 1. About 
70 will be appointed in this 
country, according to present 
plans. 


A. D. KUNZE PROMOTED 
BY U. S. RUBBER 


Walter Gussenhoven, general 
manager of the mechanical 
goods department of the United 
States Rubber Co., New York 
City, has announced the ap- 
pointment of Arthur D. Kunze 
as assistant to the general man- 
ager. Mr. Kunze has been for 


several years secretary of the | 


Rubber Asso- 


ciation. 


Manufacturers’ 


HARVEY PASSES; HEADED 
REYNOLDS WIRE CO. 


Douglas Gray Harvey, Dixon, 
Ill., president, Reynolds Wire 
Co. of that city, died June 17 
at New Haven, Conn., while at- 
tending a class reunion of Shef- 





DOUGLAS GRAY HARVEY 


field Scientific School, Yale 
University. He was born in 
1882 and would have been 
48 years of age, next Sep- 
tentber. Mr. Harvey, who 
was recognized nationally as an 
authority on the drawing of fine 
wire, had lunched. with his 
classmates of the class of 1905 
and was on his way to witness 
a baseball game when he col- 
lapsed. He was taken to a 
nearby hall but did not recover, 
although a physician was called. 
The cause of his death is un- 
known. 

In college he was well known 
as a member of Cloister, and 
during his senior year was ed- 
itor of the Vale Daily News, 
one of the most coveted of all 
honors*in the University. He 
was also class champion light- 
weight wrestler, and was voted 
on graduation as being one of 
the men most likely to suc- 
ceed. After leaving college 
with the degree of electrical 
engineer, he went to Dixon in 
1906 to join the Sandusky Port- 
land Cement Co. He left that 
company after nine months to 
go with the Reynolds Wire Co. 
Horace G. Reynolds, president 
of the organization at that time, 
hired Mr. Harvey. Upon the 
death of Mr. Reynolds he be- 
came head of the company. 

He was married in 1911 to 
Pauline Reynolds, who survives 
him together with their three 
children. Mr. Harvey was 
keenly interested in his busi- 
ness as well as in outdoor 
sports, cattle raising and farm- 
|ing. He was very active in 
| fraternal and club life, particu- 
| larly in the Masons and Elks. 
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JAMES M. SCOTT HEADS 
PITTSBURGH RETAILERS 


The Pittsburgh Retail Hard- 
ware Association, at its last 
monthly meeting of the season 
on June 27, elected the follow- 
ing officers for the ensuing 
year: James M. Scott, William 
Scott & Co. Carnegie, Pa., 
president; Wesley Moore, J. S. 
Moore & Son, Oakdale, Pa., 
vice-president; Theodore Back- 
oefer, Oakland Hardware Co., 
Pittsburgh, treasurer; and 
Charles W. Scarborough, Scar- 
borough & Klauss Co., Pitts- 
burgh, secretary. The evening 
was given over to the entertain- 
ment of past presidents of the 
Association, eight of whom at- 
tended. The next meeting of 
the Association will be held on 


Sept. 26. 


WASHER FIGURES SHOW 
CONSISTENT VOLUME 


Figures just released by Sec- 
retary J. R. Bohnen of the 
American Washing Machine 
Manufacturers’ Association, 
Chicago, show that washer sales 
for the first quarter of 1930 
were but little behind those for 
the same period last year. Total 
unit sales for that quarter this 
year were 165,066; last year, 
173,156. 

The figures released are from 
the 25 companies belonging to 
the association, representing 
about 65 per cent of the nation- 
wide production. 

Electric washers, of course, 
make up the bulk of the totals. 
For the first quarter, 1930, they 
constituted 150,037 sales as 
compared with 153,144 unit 


| supply and plumbing 








sales for the first quarter of 
1929. 

Hand washer sales were cut 
almost in half, from 8838 for | 
the first quarter of 1929 to 4514 | 
for the same period this year. 

Gasoline-power washer sales 
changed little in volume, 10,983 
for the first quarter of 1929 
and 10,425 for the correspond- 
ing quarter in 1930. 

Only 90 water-power washers 
were sold during the first quar- 
ter of the present year as com- 
pared with 191 in the corre- 
sponding period for the year 
preceding. 

For the full year, 1929, unit 
washer sales totaled 699,971 for 
the 25 reporting companies. 

Present officers of the Amer- 
ican Washing Machine Manu- 
facturers’ Association are: Ed- 











ward N. Hurley, Hurley Ma- 
chine Co., Chicago, president; 
R. D. Hunt, Dexter Mfg. Co., 
Fairfield, Iowa, senior 
president; J. R. Bohnen, 80 
East Jackson Boulevard, Chi- 
cago, secretary; W. H. Voss, 
Voss Bros. Mfg. Co., Daven- 
port, Iowa, treasurer. 

Members of the executive 
committee: Silas Altorfer, Al- 
torfer Bros. Co., Peoria, IIl.; 
H. L. Ogg, Automatic Electric 
Washer Co., Newton, Iowa; 
J. C. Nelson, Syracuse Wash- 
ing Machine Corporation, Syra- 
cuse, N. Y.; Fred Bergman, 
One Minute Mfg. Co., Newton, 
Iowa; T. W. Behan, 1900 Cor- 
poration, Binghamton, N. Y. 


D. C. WILLIAMS PASSES 


Dixon C. Williams, president 
of the Chicago Nipple Mfg. 
Co., Chicago, IIl., died June 23 
in the Good Samaritan Hos- 
pital, Los Angeles, Cal. Mr. 
Williams, who was a native of 
Yellville, Ark., was very active 
in army veteran work and at- 
tended many hardware, mill 
supply 
conventions. 


GICK ELECTED AS HEAD, 
ALBANY HARDWARE 


William H. Gick was elected 
as president of the Albany 
Hardware & Iron Co., Albany, 
N. Y., at the meeting of the 
board of directors of that com- 
pany, held on June 30. He suc- 
ceeds the late William Ira 
Baker. Other officers are Wil- 
liam C, Dearstyne, vice-presi- 


dent and manager of sales; 
Harold L. Warner, treasurer, 


and William FE. Foskett, secre- 
tary. 


STELLWAGEN REPRE- 
SENTS AMES SHOVEL 


The Ames Shovel & Tool 
Co., North Easton, Mass., has 


vice- : 


| vania, New York City, Tues- 


announced the appointment of | 


Fred L. Stellwagen, Jr., as its 
representative in the metropoli- 
tan district of New York. Mr. 
Stellwagen assumed his duties 
on July 1. His long experience 
and wide _ acquaintanceship 
throughout the trade places him 
in a position to be of valuable 
assistance to any friends and 
customers of the Ames Shovel 
& Tool Co., makers of shovels 
for over 150 years. 


| 


The Federal Trade Commis- 
sion is expected to grant the 
request of the standing com- 
mittee of industries that have 


held trade practice conference to 
postpone formal revision of the 
rules until late in September. 
Suggestion for postponement 
was made because the new pol- 
icy of the commission will be 
the subject of discussion by the 
American Trade Association 
Executives at their annual con- 
vention in Washington in Sep- 
tember. It is proposed by the 
association to have all indus- 
tries which have held trade 
practice conferences present at 
the convention. They will be 
asked to express their views on 
the new rules. It is believed 
that through this discussion the 
Commission will be able to re- 
ceive sound views in relation to 
permanently changing its policy 
as to trade practice rules. 
| The present policy of the 
Commission obviously has great- 
ly restricted the value of so- | 
called Group II rules to trade | 
and industry. This set of rules 
is made up of those which are 
accepted by the Commission as 
“expressions of the trade.” 
They may or may not be legal. 
The Commission does not pass 





on their legality, nor does it 
approve or disapprove of them. 
Lately, however, it has circum- 
scribed these rules with provi- 
sions of the Clayton Act. 
Dissatisfaction has been ex- 
pressed by some __ industries 
which have held trade practice | 
conferences. It is Group II! 


Commission Postpones Revision Plan on 
Trade Practice Conference Rules 


(Washington Bureau of HARDWARE AGE) 


which is of most value to busi- 
ness. They provide for the 
elimination of unethical trade 
practices, whether such prac- 
tices are legal or not. The 
rules, therefore, go over and 
beyond the law. To hedge them 
about with restatement of the 
law necessarily weakens them. 
The Outwear Industry has 
strongly attacked the rules final- 


ly promulgated for it by the. 


Commission. As finally passed 
upon they are so different from 
the rules adopted by the in- 
dustry at the conference that 
the industry has declared the 
Commission’s rules are “mere 
legalistic statements.” 

Protests have been made to 
the Commission. As one means 
to overcome them, the Commis- 
sion has yielded to the request 
that hereafter it submit rules 
as finally approved to the in- 
terested industries before the 
rules are promulgated. In this 
way there will be opportunity 
to cooperate further with the 
Commission, if necessary, be- 
fore rules are accepted. 

This, however, is only a tem- 
porary check. The plan to have 
the Commission postpone till 
the latter part of September the 
announcement of its new rules 
is intended to develop a better 
understanding between the Com- 
mission and those who have he'd 
or will told trade practice con- 
ferences. Fear is felt that un- 
less this understanding is de- 
veloped, and the Commission 
changes its present policy, the 
popularity of trade practice con- 
ferences cannot be sustained. 








SEARS AGAIN HEADS ° 
SALESMEN’S ASS’N 


Seymour N. Sears for the 
fourth time was elected presi- 
dent of the National Council of 
Traveling Salesmen’s Associa- 
| tions at the annual meeting of 
| that body in the Hotel Pennsyl- 


| day, July 2. Mr. Sears is well 
known in hardware circles as 
vice-president of The Tucker 
Co., New York City, and as an 
active participant in hardware 
association work. He has ad- 
dressed many major trade con- 
ventions and is easily a veteran 
among the hardware travelers. 
Mr. Sears, as one of the or- 
ganizers and the first chief of 
the New York Hardware Boost- 
ers, represents that organization 
in the National Council, which 
is a national clearing house for 
salesmen’s associations in all 











fields, working at all times to| 


better working and _ traveling 
conditions for salesmen. The 
Council has been particularly 
active in reducing telephone 
rates in hotels, and is fighting 
for the repeal of the Pullman 
surcharge, extra fare on 
through trains and kindred ex- 
tra expenses faced by salesmen. 
Other officers elected were: 
Herbert L. Schamberg, first 
vice-president; Joseph Dryer, 
second vice-president; Albert 
Goldstuker, third vice-presi- 
dent: Benjamin Wurzburger, 
fourth vice-president ; Sol Wol- 
erstein, secretary; Robert B. 
Smith, treasurer; William G. 
Adams, managing director. 
Regional vice-presidents : Doug- 
las <A. Crocker, Northeast; 
Jack Martin, Middle Atlantic; 
Guy McIntyre, South Atlantic; 
Morris H. Tobias, Central; 
Leon S. Fox, Northwest; Sam- 
uel I. Bolton, Southwest; How- 
ard L. Stilwell, Far West. 
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Year Will Close Better Than It Opened 
Says Oliver Brothers In Market Letter 


Various Favorable and Unfavorable Factors Contradict Each Other—Reckless 
Performance of Stock Market Discredits It As Business Barometer 


REDICTING that the year 

1930 will close better than 

it opened, with a change 

for the better due about 

Labor Day, Oliver Broth- 

ers, Inc., New York City, 

finds all underlying facts ‘of the 

present business situation as re- 

assuring. This is brought out in a 

market letter from the firm dated 
June 26, which in part follows: 

“It is proper and usual for any 

discussion of business conditions to 

begin with a tabulation of favorable 

and unfavorable factors. In fol- 

lowing such an outline we are going 

to show that in the present situation 

of trade not only do the various fac- 


tors plainly contradict each other, 
but in all reason it is necessary to 
list some things in both columns. 
“On the optimistic side we will 
mention low money rates, strong 
banking position, passage of the 
Hawley-Smoot Tariff Law, low in- 


ventories. On the dark side falling 
commodity prices, the series of 
crises in the stock market, high in- 
ventories, the new Tariff Law and a 
record-breaking number of business 
failures. 

“In a word, we have observed 
that systematized lists of the good 
and the bad do not signify much; 
when they are not influenced by 
wishes or policy the two sides of 
the picture are prone to contradict 
each other just as our list does. 

“As to the Tariff you may regard 
recent history as a noble display of 
pure patriotism or as a record of 
ruthless ward politics. Opinion is 
sharply divided and exceedingly 
warm. Without centuring to take 
sides we think we may fairly argue 
that the flexible provisions of the 
new law leaves a loophole big 
enough to encourage the hopes of 
the Protectionists and the Free 
Traders as well as all the shades of 


. 


opinion between these two extremes. 
And news dispatches from abroad 
appear to indicate that foreign re- 
sentment is less strenuous than was 
generally supposed. 

“As a barometer of business con- 
ditions the stock market has been 
discredited by its own reckless per- 
formances during the past two 
years. The successive reactions in 
recent weeks indicate that the purge 
of last October failed to effect a cure 
and all the energies of the speculat- 
ing fraternity were being devoted, 
not to remedying the unsound con- 
ditions which caused the initial 
catastrophe, but to resuming the 
same tactics with as little thought 
for the future as ever, with the re- 
sult that we have had to go through 
a succession of minor panics and 
even yet stock prices seem too high 
from the point of view of interest 
on the investment. 

“What about inventories? Evi- 
dently stocks of merchandise on 
dealers’ shelves are not excessive, 
but, on the other hand, it seems 
probable that stocks unsold at the 
factories are accumulatihg in many 
lines, notably in steel, copper, rub- 
ber, and there is an overabundance 
of the principal agricultural prod- 
ucts, wheat and cotton. A strong 
suspicion exists that the consumer, 
on whom in the last analysis every- 
thing depends, is carrying a heavy 
burden in unpaid for installment 
purchases. 

“It was realized immediately after 
the war that our productive capacity 
was greatly inflated, but instead of 
simply working off the surplus 
created by the war we continued to 
extend and make additions to our 
factories to such an extent that at 
no time during our periods of great- 
est activity in recent years has there 
been any strain in our ability to 
produce and deliver literally over- 


night. Backlogs on order books 
became a thing of the past. During 
the decade 1920 to 1930 in America, 
the most phenomenal period of 
prosperity of any nation at any time 
in history, prices of commodities 
tended steadily downward, due to 
more than ample capacity. Mass 
production, high wages, high pres- 
sure salesmanship and an apparent- 
ly endless series of time and labor 
saving appliances worked wonders 
for Big Business. At the same time 
most small business enterprises and 
independent merchants were not 
doing so Well. But they went un- 
heard. Big Business was in the 
saddle and Organized Labor was 
riding the crest of the waves. 
“Nearly every industry is being 
rapidly integrated and the position 
of the independent merchant becom- 
ing more difficult. It has been esti- 
mated that 75 per cent of the busi- 
ness of the country is controlled by 
sixty corporations. As a_ social 
problem this condition may or may 
not prove to be unfortunate in its 
consequences, but it is indisputably 
bad for the business enterprises of 
small capital—and by “Small” we 
mean any organization doing an 
annual volume up to say five to ten 
millions—in some fields more. 
“On June 20 the Federal Reserve 
Bank of New York reduced its re- 
discount rate from 3 to 2% per cent, 
the lowest level ever reached. It 
may be regarded as at the same time 
a favorable and unfavorable sign 
of the times. On the one hand it 
again emphasizes the fact that credit 
is abundant, and, on the other, it 
may lend force to the conviction held 
by many that business is so bad that 
credit is going begging. According 
to the best disinterested authorities 
the only justification for the cut in 
the rediscount rate was its psycho- 
(Continued on page 58) 
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Week’s Price Average Was 85.7 
Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity announced on June 29 that wholesale 
commodity prices for the week ended 
June 28, and based on Dun’s quotations, 
averaged 85.7 per cent, according to the 
Journal of Commerce. 

The May average was 88.6 per cent. 
The purchasing power of the dollar was 
116.7c. on a 1926 basis of 100c. The 
May average was 112.8c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
77.8. The May average was 80.4. 

The Italian index on the revised 1926 
basis for the week ended June 14 was 
62.9. 





Bank Debits Drop 9 Per Cent 
From Preceding Week’s Total 


Debits to individual accounts, as _ re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
June 25, aggregated $15,545,000,000, or 
9 per cent below the-total reported for 
the preceding week, and 5 per cent be- 
low the total reported for the correspond- 
ing week of last year. 

Aggregate debits for 141 centers for 
which figures have been published week- 
ly since January, 1919. amounted to $14,- 
758,000,000, as comp?red with $16,172,- 
000,000 for the preceding week and $15,- 
454,000,000 for the week ended June 26 
of last year. 


Prestone Made Available in 
Convenient Containers 


The National Carbon Co., Inc., mak- 
ers of Eveready Prestone, have announced 
an improvement in their product, which 
will hereafter be designated as New 
Eveready Prestone. The new liquid anti- 
freeze is green in color so it can be read- 
ily identified. 

With the introduction of the New 
Eveready Prestone, an important change 
will be made in packing. A new can of 
¥%-gal. capacity has been added to the 
line, in addition to the %4-gal., 1-gal. and 
114-gal. cans, which were available in 
the past. The reason for adding the %- 


GENERAL MARKET 
NEWS orf tHe WEEK 








Summer Lull Retards 
Hardware Demand 
New York, July 9.—The custom- 


ary summer lull in the hardware de- 
mand appears to have made its ad- 
vent in nearly all of leading market 
sections of the country. This aug- 
mented by the adverse effects of 
rather unfavorable basic conditions 
has served to modify the current 
demand to a considerable extent. 
Wholesalers in most market cen- 
ters report that sales totals for the 
first half of this year compare fair- 
ly favorably with the same period of 
1929, although the average is some- 
what below last year’s level. 
Seasonable merchandise consti- 
tutes the larger bulk of the business 
at the present time. Staple mer- 
chandise is moving in a steady flow, 
but the volume is somewhat 
limited. Trade in builder’s hard- 
ware and tools is rather dull. 
Future orders for Fall and Winter 
lines are being booked by whole- 
salers in some territories and a fair 
amount of business has been taken. 
Prices show very little change and 
few major revisions are deemed 
likely, as present prices are consid- 
ered to have reached the approxi- 
mate bottom. Reductions, which 
have been made since this time last 
year, in many important hardware 
lines, have made present prices 
about ten or twelve per cent below 
those prevailing a year ago. 
Collections are reported as slow 
in some sections and as fair in 
others. 





gal. can is that it enables dealers to eas- 
ily provide the correct amount of anti- 
freeze for the cooling system of any car, 
without the necessity of splitting cans. 

Prices for the coming season are un- 
changed. The dealer’s net price remains 
at $3.60 per gal. in unbroken cases, or 
$3.80 per gal. in broken cases. 


Prices on Farm Products 
Made Slight Gain in June 


Recovery from the low price levels of 
agricultural products during June was 
only slight at the end of the month, the 
Bureau of Agricultural Economics of the 
Department of Agriculture declared re- 
cently in an analysis of the markets. 

Wheat prices, which declined to the 
lowest levels in fifteen years, decreasing 
30 cents to the bushel, the bureau said, 
remained low but steady at the close of 
the month, and an increase over the 
month’s lowest points was also shown in 
the prices of cotton, hogs and cattle. 
Due to the increasing supply of poultry 
and vegetables, slight declines were 
shown fer those commodities. 

Declines in other products besides 
wheat were given as: Corn, 16 cents; 
oats, 9 cents; butter, 10 cents; cheese, 5 
cents; eggs, 7 cents, and live stock, $f 
to $3. Prices of eggs rallied somewhat 
toward the first of July, the bureau said, 
due to a decrease in market receipts com- 
pared with last year and an increase in 
the rate of consumption over previous 
months, as well as the reduced rate at 
which eggs have been going into storage. 

“Corn markets,” said the bureau, “held 
generally steady near the first of July, 
influenced by a continued good demand 
for the light supplies of cash grain, but 
still showed a decline of 2 to 3 cents com- 
pared with early June. Receipts at the 
principal markets were only about half 
as large as a year ago, and stocks in 
store totaled only about 8,750,000 bushels. 

“The cotton market continued erratic 
to the end of June, having lost about 2 
cents during the month, but recovering a 
little the last few days. On June 24 quo- 
tations had reached the lowest point so 
far this season, when the average of the 
ten designated spot markets for middling 
%-inch stood at 12.02 cents per pound.” 
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See pages 60 and 61 for other 


General Market Items. 
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HOW'S BUSINESS 7? 


GOING TO BE NEXT MONTH ® 


CHARTED BY UNITED BUSINESS PUBLISHERS, Inc. 


HIRTY-FOUR ECONOMIC EX- 


PERTS — EDITORS OF BUSI- 
NESS PAPERS PUBLISHED BY 


Business needs the confidence of the 


THE United Business Pub- entire country much more than it needs 
lishers, Inc., OF WHICH HARD- leadership. Hope of hitching its return to 
WARE AGE IS A MEMBER— * * 

percent Pg ol the star of any single industry must be 
OPINION ABOUT THE COURSE replaced with individual energy all along 
OF BUSINESS DURING THE the line. 

MONTH OF JUNE. GOVERN- 

MENT AND OTHER RECORDS PRO- Money, even though garbed in low cut 
VIDE YOU WITH HISTORY OF rates, seems to make little winning appeal. 
a a Ser a Business men, now fully aware that the 


OF EXPERTS DEALS ONLY WITH 
THE FUTURE. ITS OPINIONS 


depression is widespread, hesitate to com- 


ARE BASED ON CLOSE CONTACT mit themselves by borrowing for any but 
WITH THB MORE THAN 400,000 the most immediate needs. Construction, 
ae 6D 6 too, sits with folded hands, or does an odd 


THEIR PUBLICATIONS IN FAR- 
FLUNG FIELDS OF RETAILING 


AND INDUSTRY. 


job here and there. 


Autumn now seems to be the pivotal 


point, with the summer months given to 
further adjustment between supply and de- 
mand. Desire, potent influence that it may 
be, has proven that its real effectiveness 
is entirely dependent upon employment and 
the wage envelope. 


Indications are that lower retail prices 
are moving goods, and that inventories, 
that were higher than was thought, are 
gradually being diminished. The increased 
consumption of gasoline and continued 
highway congestion indicate that there has 
been no decrease in the use of automobiles; 
and the substantial increases in life insur- 
ance written show that conservative invest- 
ments are being sought. 


THE COURSE OF BUSINESS FORECAST FOR NEXT MONTH 
























































BUSINESS SALES RETAIL STOCKS COLLECTIONS COMMENTS 
Passenger car sales same Passenger ooh collec- 
; “ July will find passenger tions about the same Operation and use of 
Ro aye — car stocks about the | in July as in June | automobiles shows no 
i - | same as June; trucks | but slower than July decrease. Demand for 
AUTOMOTIVE Truck sales should show Ht BR ens 199. Truck  collec- leet, low-eriesd Gom. 
normal seasonal increase, | Will be lower. Both sub- | io. ootistactory due wee a So 
but about 17% behind stantially lower than t 1 ttenti b mercial vehicles enc ~ 
July ’29 July ’29. o close attention by aging. 
¥ financing agencies. 
Condition of retail stocks 
July Sales about 10% Stocks slightly less in steadily improving, with 
DEPARTMENT lower than June (sea- July than in June, and Slightly better in July promise of lighter pur- 
STORES sonal trend), and about | about 6% less than than in June, but chases for early fall this 
5% less than July ’29. July '29. below July ’29. July as ee with 
‘ uly . 
Slightly better in July Will show little difference Slightly better in July hero — ae 
than in June, but about in July from June, but than in June, but ten ~ 4 Egy ns te mae 
HARDWARE 5% under July ’29. somewhat lower than materially lower than wire, steel p ’ 
»: ’ articles of high copper 
duly '29. July ’29. 
content. 
Life aoe he ga for F sme 4 
Slightly less in all lines is expecte o continue 
in July than in June, but Collection situation the steady procession of 
INSURANCE showing an increase over improving, _ particu- increases characterizing 
July '29. larly in fire lines. the business since the 
first of the year. 
Pending tariff reduction 
on diamonds has all but 
Much lower in July than Same or slightly less in Slower in July than stopped purchasing by 
JEWELRY in June, and from 5% to July than in June, and in June, and much retailers, wholesalers, or 
30% behind July ’29. generally lower than slower than July ’29. manufacturers. Actual 
duly scarcity of diamonds and 
colored gems. 
Machine _ tool demand 
METALS Steel Production about smaller than a year ago, Large tonnages of steel 
5% lower in July than but twice as good, in going into pipe lines, 
AND in June, and 20% | » 25% terms of unfilled orders, heavy construction, pub- 
MACHINERY behind July ’29. as in 1927, the last de- lic roads and bridges. 
pression year. 
; Gasoline consumption 
Estimated increase July | July will show estimated near its summer peak 
PETROLEUM | over June 9.2%, with | decrease of 8.6% over this month. Crude oil 
increase of 11% over June; increase of 15.2% production well under 
July '29. over July '29. control. 
Increase in units due to . Slowest pay period of i hoe. industr 
clearance in July, but ee seamen wee the year by custom- nesde one hundred mil- 
SHOES + cele estimated 10% | with order placing at its ge MS el faily | tion pairs fo, open. up its 
ecrease om sa 
July ’ lowest ebb. 20% off from July '29. regular fall business. 
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New York PAInt MATERIALS MARKET 


NEw York, July 8.—Current quotations on paint mate- 
rials in the local market are essentially unchanged from 
a week ago. Turpentine continues to show a weaker ten- 
dency. One of the best indications of the sluggish move- 
ment of painting supplies at present is the condition of 
the linseed oil market. The oil demand is comparatively 
negligible and was recently reduced in price. Carlots are 
now being quoted at 14c. and tank cars at 13.2c. One of 
the largest consumers, the lead pigment trade, remained 
very quiet. Virtually all of the quantity linseed oil busi- 
ness consummated recently was on contracts only. 

With reference to the linseed oil and flaxseed situation 
at the present time, Archer-Daniels-Midland Co., make the 
following comment: “In order that you might have a record 
of the dates and changes in the tariff we might note that: 
“May 18, 1929, by proclamation of the President, effective 
June 13, 1929, the duty on flaxseed was changed from 40c. 
a bushel to 56c. a bushel. New tariff signed June 18, 1930, 
changed flaxseed from 56c. a bushel to 65c. a bushel, effec- 
tive immediately. 

“Linseed oil was changed by proclamation of the Presi- 
dent from 3.8c. to 3.7c. and went into effect July 25, 1929. 
New tariff signed June 18, 1930, changed linseed oil from 
3.7c. per pound to 4.5c. per pound. 

“We stated, in error, in our Market Letter a week ago 
that the duty on imported linseed oil was raised from 4.16c. 
to 4.5c. This should have read 3.7c. instead of 4.16c. The 
4.16c. was that passed by the House originally but was 
changed by the Senate to 4.5c. 

“Soybean oil changed from 2.5c. per pound to 3.5c. per 
pound in new tariff. 

“Conditions in the oil market continue quiet with buyers 
marking time and only operating on a hand-to-mouth basis. 

“Present stocks of seed‘and oil must be depended on to 
supply the oil requirements of the country between now 
and new crop, as any purchases of seed now made in the 
Argentine could hardly get up here in time to make oil for 
delivery before September. 

“New crop seed is gradually declining and should soon 
be at a point where purchases of oil for October-April de- 
livery might be of interest. 


LINSEED OIL 


PURE LINSEED OIL 


Per Pound 
eo ee ee ho eer errr errr 14.8¢. 
In lots of 5 bbls. or more. é 14.4c. 
Calcutta linseed oil in bbis. 22.0c. 





WHITE LEAD 


WHITE LEAD AND. OXIDES. 


White lead in oil, heavy or soft paste, 100 lb. kegs, 13%c.; 50 
and 25 lb. kegs, 14c.; 12% Ib. kegs, 14%c.; 5 Ib. cans, 16%c.; 
1 Ib. cans, 18%c.; 5 lb. cans packed 50 or 100 Ibs. to case; 1 Ib. 
cans packed 25, 50 or 100 Ibs. to case. 

The ——, discounts are granted on quantity orders for de- 
livery at one time; 500 Ib. lots, 10 per cent; 2000 Ib. lots, 10 
per cent and 6 per cent; 10,000 Ib. lots, 10 per cent, 10 per cent 
and 3 per cent; carload lots, 10 per cent, 10 per cent and 4 per 
cent. 

DRY WHITE LEAD. 

Dry white lead, 100 lb. 
12% Ib. kegs, 14%\c. 


FLATTING OIL 


Quart cans, 12 to case, 35c. per can; 1 gal. cans, 6 to case, 
$1.20 per gal.; 5 gal. cans, 1 and 2 cans to case, $1.10 per gal. 
Quantity discounts: 10 to 24 gallon lots, less 10 per cent; 24 to 
48 gallon lots, less 20 per cent; 48 to 96 gallon lots, less 20 and 
5 per cent; 96 gallons and over, less 20 and 15 per cent. Mixed 
orders for different sized cans will be subject to the discount for 
the combined gallonage. 


WHITE LEAD PUTTY 


White lead putty, 1 Ib. cans, 10c. per lb.; 12% Ib. cans, 8%c. 
per Ib.; 25 lb. cans, 8c. per Ib.; 120 Ib. (approx mate) tubs, 7c. 
per Ib. 


kegs, 13%c.; 25 and 50 Ib. kegs, 14c.; 


COMMERCIAL PUTTY 


1 Ib. cans, 6c. per lb.; 2 Ib. cans, Sige. per Ib.; 5 Ib. cans, 4c. 
per Ilb.; 12% lb. cans, ‘aie. per lb.; 25 Ib. cans, 4c. per Ib.; 100 
to 120 Ib. tubs, 3c. per Ib. 


SPIRITS TURPENTINE 


Price ranges from 52c. to 53c. per gallon. 


DRY COLORS 
pyrene pn LAMP BLACK. 


n 50 Ib. cases, 1 lb. packages, 16c. per lb.; % Ib. packages, 23c. 
of lb.; % lb. packages, 30c. per Ib. Assorted sizes, 22c. per Ib, 


GERMANTOWN LAMP BLACK, 


In 50 Ib. cases, 1 lb. packages, 25c. per Ib.; lb. packages, 
32c. per lb.; %& lb. packages, 40c. per Ib. Assorte sizes, 32c. per 
Ib. ; ultramarine blue, 28 lb. boxes, from llc. to 29c. per lb.; dry 
colors in barrels varying from 300 to 350 lbs. Prices per pound: 
Prince’s metallic, 3c.; American raw and burnt umber, 5c.; 
Italian raw and burnt sienna, 10c.; turkey raw and burnt umber, 
6c.; American raw and burnt sienna, 54c.; Van ke brown, 9c.; 
chrome green, l.m. or dark, 1lic.; American venetian red, 3c.; 
Indian red, 15c.; turkey red, 35c.; American vermilion, 365c.; 
American yellow ochre, 2c.; imported French ochre, 6%4c.; golden 
ochre, 6c.; chrome yellow, l.m. or dark, 15c.; Dutch paint, llc.; 
extra gilder’s whiting, 7%. 


SIZING GLUES 


White kalsomine glue, flakes, 30c. per lb.; pure hide joint glue, 
ground or flakes, 25c. per lb.; South American sheep glue, 110 Ib. 
bags, 15c. per lb.; German sheep glue, 110 Ib. bags, 18c. per Ib. 


MISCELLANEOUS MATERIALS 


Oxalic acid, in barrels 14c, per lb.; Italian ground pumice 
stone, in barrel is, 3c. per ib.; C. P. aluminum bronze, 1 lb. cans, 
75c. per can.; pale gold bronze, 1 lb. cans, 65c. per can; copper 
bronze, 1 lb. cans, $1 per can; cotton waste, 50 Ib. bales, 14c. to 
15c. per lb.; alcohol, D. No. 5, in steel drums, 46c. per gal.; 
steel drums are charged at $6 each, which is refunded when 
drums are returned. 


SHELLAC 


N. Grade, 250 lb. barrels, 25c. per Ib.; Vac-Dry, bleached, 
250 “Db. barrels, 3lc. per lb.; Orange, 164 lb. bags, 27c., 29c. and 
35c. per Ib.; 5 lb. pure white shellac, 50 gallon barrels, $1.85; 
5 Ib. pure orange shellac, 50 gal. barrels, $1.55; 4% lb. pure white 
shellac, 50 gal. barrels, $1. 75 per gal.; 4% lb. pure orange shellac, 


50 gal. barrels, $1.45 per gal.; 4 Ib. pure white shellac, 50 gal. 
barrels, $1.65 per gal.; 4 lb. pure orange shellac, 50 gal. barrels, 
$1.35 per gal, 
STEP LADDERS 

High grade, 4 ft., $1.95; 5 ft., $2.40; 6 ft., $2.90: 7 ft., $3.40; 
8 ft., $3.90; 10 ft., $4. my Medium , 3 ft., 75c. each; 4 ft., 
$1.00; 5 ft., $1.25; 6 $1.50; 7 ft., $1.75; 8 ft., $2.00; 10 ft., 


$2.50. Competitive pa Bs tt., 80c. each; 
$1.20 each. e 


EXTENSION LADDERS 


5 ft., $1.00 each; 6 ft., 


Complete with wees i and Pye &- oo 20 ft., $5.60 each; 
24 ft., $7.85 each; ft., each $9.00; 30 ft. -» $9.55; 
32 ft., $10.15; 34 tt., $10. 78: 36 ft., iii’ oo, 38 ft., $12.00; 40 ft., 
$12.50. Extra ropes for extension ladders, $1. 25 each. Hxtra 
pulleys for extension ladders, $1.25. 

FLOOR WAX PRODUCTS 

Powdered Wax.—4 0z., 234c.; 8 oz., 33%c.; 16 oz., 6636¢c.; 5 Ib., 
$2.66% per package. 

Prepared Paste ee | 0Z., he A >; % Ilb., 33%c.; 1 Ib., 56% c.; 
2 Ib., $1.06%; 4 Ib., $2.00; oe : 

Prepared Liquid Wax. ach, P hye ee ; 1 pt., 50c.; 1 qt., 98%c.: 


% gal., $1.60; 1 gal., $2.66%. 
Floor Polishing Outfits.—Includes quart bottle of liquid wax, 
one way mop, one weighted floor brush and instructions, $3.75. 
Weighted Floor Brushes.—15 lb., $3.75; 25 Ib., $65.25. 


SANDPAPER 


Size 00, 100 poets, 83c. per box; size 0, 100 sheets, 83c. 


per 
box; size iy, 100 sheets, 89c. per box; size 1, 75 sheets, 74c. 


per 
per 
yer 


box; size 1 50 sheets, 56c. per box; size 2! 50 sheets, 65c. 
ae size 2 50 sheets, 7lc. per box; size 3, 25 sheets, 4le 


“Otlity packages of sandpaper, 6%c. each. Full cartons of 72 
packages are subject to an additional per cent discount. 
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Mid-Summer Lull In Hardware Demand 
Further Retards Current New York Volume 


New York, July 8. 

Metropolitan wholesalers report that 
the customary mid-summer lull has ap- 
parently made its advent, with the re- 
sult that business is very dull at the 
present time. The somewhat pessi- 
mistic trend of business sentiment rela- 
tive to basic business conditions has 
served, they assert, to make the lull in 
the demand even more pronounced than 
usual. Some jobbers are taking ad- 
vantage of the slack period by taking 
semi-annual inventories. The opinion 
seems to be fairly general among local 
wholesale hardware executives that no 
marked improvement can reasonably be 
expected for some time. Some antici- 
pate a slight improvement by fall, 
while others express the belief that no 
definite improvement can be expected 
until the first of next year. 


WHOLESALE PRICES DECLINED 


Wholesale firms in the New York 
Federal Reserve District showed a 14 
per cent decrease in sales for May from 
the volume a year ago, according to 
the Federal Reserve Bank of New 
York. The report in part, says: 

“The May sales of reporting whole- 
sale firms in this district showed a 14 
per cent decrease compared with a year 
ago. Sales of stationery showed the 
largest decline reported in several 
years, and the diamond and jewelry 
firms reported even greater decreases 
than in previous months. Paper sales 
continued to show a moderate reduc- 
tion and drug sales were smaller than 
last year, following an increase in 
April. Wholesale cotton goods and 
hardware jobbers reported decreases in 
sales’ for the seventh consecutive 
month, shoe dealers reported the larg- 
est decrease since last December and 
men’s clothing sales continued well be- 
low the volume of a year ago. Grocery 
sales showed a comparatively small de- 
crease. 

“Stocks of groceries, cotton goods, 
and hardware continued to be smaller 
than a year ago, and stocks of silks 
and drugs remained slightly higher 
than last year, while the stocks of 
shoes were larger than a year previous 
in May following a decline in April. 
Collections continued to be slower than 
in May, 1929.” 


STATE BUILDING AWARDS GAIN 


Awards for new building and engi- 
neering projects in New York State 
during May were larger than in either 





AT A GLANCE 


Business has been dull during 
the past week, with the usual mid- 
summer lull and basic conditioris 
responsible for the modified ac- 
tivity. Few price revisions are 
being made by manufacturers, al- 
though a slightly easier tendency 
is noted in products made from 
some raw materials, which have 
declined recently. A recent report 
of the Federal Reserve Bank for 
May reports that wholesale hard- 
ware sales in the New York dis- 
trict showed a decline in sales for 
the seventh consecutive month. 
State and metropolitan building 
awards continue to gain, but the 
call for builders’ hardware and 
tools remains sluggish. House- 
wares are holding their own better 
than any other major hardware 
line at the present time. Hand- 
to-mouth buying continues to be 
the policy of most dealers. Collec- 
tions are slower than they have 
been for some time. 











the previous month or May, 1929, ac- 
cording to F. W. Dodge Corporation. 
The past month’s’ contract _ total 
amounted to $109,565,400, and com- 
pared with $78,813,000 for the preced- 
ing month and $95,889,300 for May, 
1929. For the first five months of 1930 
the contract total was $406,559,400, as 
against $483,329,000 for the corre- 
sponding period of 1929. 

The May contract record showed the 
following distribution by construction 
classes: Residential buildirfgs, $33,544,- 
400; commercial buildings, $28,956,600 ; 
public works and utilities, $27,062,800 ; 
educational buildings, $10,008,400, and 
industrial buildings, $2,086,800. All 
other nonresidential building contracts 
in May totaled $7,906,400. 

Notwithstanding the fact that build- 
ing awards in both the State and in 
the metropolitan areas continue to show 
a gain over last year, trade in build- 
ers’ hardware and tools has been very 
light. One wholesaler in citing the 
lessened demand for tools asserted that 
his firm was now purchasing one popu- 
lar type of hand tool in quantities only 
one-fifth as large as at the same time 
a year ago. 


HOUSEWARES ARE ACTIVE 


Housefurnishings seem to be in bet- 
ter demand at the present time than 
any other major line. Sales in this 
particular line are almost holding their 


own, at levels about on par with nor- 
mal, Regular housewares are in good 
demand, while an excellent demand pre- 
vails for summer articles of the type 
needed to cope with the sweltering heat 
of the last few days. Some impetus 
was given to the call for fishing tackle, 
picnic supplies, beach goods and camp- 
ing equipment due to the July 4 holi- 
day, augmented by vacation require- 
ments. Marine hardware and boating 
supplies have also been moving in a 
brisk volume. 


THE BUYING TREND 


Hand-to-mouth purchases continue 
to characterize the buying trend. Or- 
ders are numerous, but the totals in- 
volved in the majority are relatively 
small. Jobbers, in some _ instances, 
have declared that many dealers have 
been too conservative for their own 
good in this respect. In pointing out 
the necessity for hardware stores to 
carry adequate, well-assorted stocks to 
retain the good-will of patrons by 
having the merchandise wanted in 
stock, the jobbing trade says, has a 
tendency to create customers for the 
department stores. 


PRICE TENDENCIES 


Prices on the majority of hardware 
items are fairly steady and _ recent 
changes have been unimportant. Whole- 
salers express satisfaction that manu- 
facturers, for the most part, have 
maintained prices on reasonable levels. 


THE CREDIT SITUATION 


‘Wholesale collections are running 
somewhat behind normal. During the 
past few weeks several retail failures 
were encountered. Very few opening 
stocks are being sold, and jobbers, in 
some instances, have discouraged new 
stores from starting in business in 
sections where the present stores are 
well prepared to take care of the ex- 
isting business. Dealers are having 
difficulty in inducing their customers 
to pay their accounts, especially in 
cases where the merchant has been 
lenient in the past. Jobbers are con- 
sidered more fortunate in this respect, 
as the merchant appreciates the neces- 
sity of paying his obligations promptly 
on the due date and discounts his bills, 
if possible. The customer of the 
dealer is far less punctual in this re- 
gard, which is a handicap to those 
merchants who do not make every 
effort to collect outstanding accounts. 
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Current Business Is Very Little 
Below Normal in Chicago Territory 


Curcaco, July 8. 

Business, as usual, is not as bad as 
the pessimists are painting it. Though 
scarcely up to normal, it is moving along 
at a steady pace. Without excess of 
hope, the wholesalers are looking for- 
ward to something like gradual im- 
provement; with as much aggressive- 
ness as ever, they are pushing their 
merchandise. Staples are moving at a 
fair, though not quite satisfactory rate. 
Some seasonals are moving in lively 
fashion. The demand for electric 
lamps is better than ever. Outdoor 
goods, stimulated by vacations, are 
gathering volume rapidly. The can- 
ning season is bringing its share of 
extra business and the whole miscel- 
lany of sporting equipment shows 
strong demand which runs largely to 
quality. Interest in hardware is being 
heightened through the radio campaign 
which the Chicago Retail Hardware 
Association is conducting over Station 
WENR. 


SCREEN WIRE DEMAND TAPERS 


Seasonal demand for wire cloth is 
about over and it is the general im- 
pression that wholesale and _ retail 
stocks are pretty well sold out. Mak- 
ers have kept the prices of electro-gal- 
vanized cloth close to the cost of 
painted screen with the result that the 
galvanized product has registered a 
proportionately heavy movement. Be- 
tween production cost and selling price, 
it is said, the gap has been extremely 
narrow. Nail figures are still abnor- 
mally low, which condition is stimu- 
lating carload sales somewhat; buyers 
appear to believe that these prices have 
struck bottom and their increased con- 
fidence is manifest in terms of real 
orders. 


VACATIONS AID DEMAND 


Builders’ hardware business con- 
tinues at low ebb, clearly reflecting 
structural conditions; prices, however, 
are holding steady on lock sets, butts 
and hinges. Hot weather has put life 
into the sale of oil cook stoves, ovens, 
ice-cream freezers and refrigerators. 





AT A GLANCE 


The current volume of busi- 
ness is a little below normai, 
although the demand is con- 
sistent. Among the seasonal 
lines, the following are moving 
in lively fashion: sporting 
goods, canning equipment, oil 
cook stoves, ovens, ice-cream 
freezers, refrigerators, lawn 
and garden goods, electric 
fans and irons, haying sup- 
plies, insecticides and Boy 
Scout equipment. Prices have 
maintained a fairly even keel, 
although a few minor revisions 
are noted in this report. Inter- 
est in hardware is being 
heightened through the local 
radio program being spon- 
sored by the Chicago Retail 
Hardware Association. Whole- 
salers expect a gradual im- 
provement and are pushing 
their merchandise as aggres- 
ively as ever. 











Retailers in the merchandising van- 
guard are displaying and pushing such 
goods. Vacations are enlivening the 
movement of outdoor goods; tourist 
tents and camp stoves are very active. 
Vacuum bottles and kits are now in 
brisk demand. Canning supplies are 
moving in better volume as the season 
advances northward. The late call for 
watering pots has depleted wholesale 
and factory stocks. In the Chicago 
territory these usually sell at their peak 
in May, but the demand in that month 
was unusually light. 

With summer recreation and leisure 
comes a refreshing flow of orders for 
flashlights, batteries and bulbs. High 
temperatures have stimulated a good 
movement of electric fans and irons. 
Incandescent lamps continue to show a 
volume well ahead of that a year ago. 
Boy Scouts are mobilizing for camping 
and aggressive dealers are taking ad- 
vantage of such activity by arranging 
attractive Boy Scout window trims. 
Scout knives within a selective price 
range are selling freely as one of the 
consequences; axes and other pocket- 


knives are also moving fairly well. 

Haying supplies continue to move in 
good seasonal volume. Garden and 
lawn goods, generally speaking, remain 
active, although hot, dry weather has 
retarded the demand for lawn mowers, 
the makers of which, however, are 
maintaining prices on a fairly even 
keel. Grass shears, grass hooks, 
scythes, snaths, agricultural handles, 
hose and hose accessories, sprinklers, 
nozzles, reels, etc., are going out in 
satisfactory quantities and, according 
to normal precedent, should continue to 
do so for another thirty days. Copper 
rivets and burrs are now quoted at 40- 
5-5 per cent off the list, the extra five 
having been added because of the 
break in the copper market. 


INSECTICIDES MOVING BRISKLY 

Livestock sprays are just beginning 
to move under the influence of the 
warm weather which has been rather 
tardy. All brands retailing from $1 to 
$1.75 a gal. in gallon cans are partici- 
pating in this movement which had 
been held back by rains and low tem- 
peratures. As the hot season advances 
insect pests are bringing discomfort to 
all farm animals, precipitating a sud- 
den demand for sprays that amounts to 


a rush. By the same token, insecticide 
sprayers have become increasingly 
active. For several seasons the sale of 


insecticides and domestic cleaning and 
sanitary preparations through hard- 
ware channels has been definitely on 
the increase and dealers report satis- 
faction with the returns. 


LINSEED OIL QUOTATIONS 


Linseed oil prices are now at the 
same level as of May 15. Between 
June 21 and 25, however, they were 
subjected to a little flurry when quota- 
tions went up two cents a gallon and 
came down two cents four days later. 
Raw linseed oil is now quoted at $1.12 
per gal. in barrel lots and $1.09 in five- 
barrel lots; boiled, at $1.15 per gal. in 
barrel lots and $1.12 in five-barrel lots. 
Paints and varnishes are not moving in 
satisfactory volume. 
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Business During First Half of Year 
Made Satisfactory Showing in Pittsburgh 


(Pittsburgh office of HARDWARE AGE) 
PitTTsBuRGH, July 8. 


Most jobbers in this district have 
found orders somewhat more numerous 
since the first of the month, although 
the holiday last week interfered with 
business to a considerable extent. The 
size of orders, however, has not in- 
creased and small lots still make up 
the greater part of business placed. 
Jobbers who have felt that a day’s or- 
ders have been particularly heavy oc- 
casionally are disappointed when the 
actual value is tabulated on the day 
following, but demand continues rather 
steady and business is now well ad- 
justed to the restricted buying policy 
which is being followed by most re- 
tailers. 


DECLINE IS MINOR 


Comparison of the first half’s busi- 
ness with the corresponding period of 
1929 indicates decreases of 5 to 10 per 
cent. This is not considered unsatis- 
factory, in view of the depressed state 
of general business conditions, and an 
opinion prevails that the hardware 
business is not as seriously handicapped 
as other lines of retail trade. In the 
Cleveland district of the Federal Re- 
serve Board, which includes Pitts- 
burgh, retail hardware trade declined 
12 per cent in the first five months of 
the year as compared to 1929, but job- 
bers here are inclined to believe that 
the loss in Pittsburgh is not that high. 
Particularly heavy business during May 
helped to bring up the average, but June 
was only a fair month, This was part- 
ly due to the fact that considerable 
business ordinarily taken during June 
was ordered out in May, because of 
premature hot weather, and in recent 
weeks the decline in demand for screen 
doors and windows, electric fans and 
many other hot weather items has been 
rather marked. At present shipments 
of hay forks and rakes, scythes and 
snaths, vacuum bottles and jugs, and 
sporting goods adaptable to vacation 
uses are rather heavy. Advance or- 
ders for fire arms and loaded shells 
continue to come in in good volume, 
and most jobbers report total business 
booked in this line to be considerably 
ahead of the corresponding period last 
year. In one case orders to date are 
ahead of the entire 1929 season. The 
price situation is extremely favorable, 
and jobbers see an opportunity for a 





AT A GLANCE 


Orders are more numerous, al- 
though for the most part, they 
are small. Business for the first 
half of this year indicates a rela- 
tively minor increase as com- 
pared with the corresponding 
period of last year. The average 
decline varies from five to ten 
per cent. Seasonable merchandise 
is in active demand. Future or- 
ders which have been booked thus 
far, in some limes aggregate a 
larger total than at the same time 
a year ago. Price revisions during 
the past week have been infre- 
quent and unimportant. The de- 
mand for builder’s hardware con- 
tinues very light. Conditions in 
the Pittsburgh steel industry have 
a somewhat better outlook. Oper- 
ations are now at the lowest point 
of the year, but increased opera- 
tions are anticipated during Au- 
gust. In some localities in the 
Pittsburgh district, credit exten- 
sion has become very serious. 











fair profit in this line for the first time 
in several years. 


PRICE TENDENCY 


Price changes in the last week have 
been of a minor character, in spite of 
the beginning of a new quarter. Man- 
ufacturers apparently are still working 
off stock made from comparatively 
high price raw materials and no sub- 
stantial readjustments afe now ex- 
pected before fall, or at least until 
prices on copper, steel and other raw 
materials become stabilized. At pres- 
ent jobbers’ quotations are holding 
somewhat better than mill prices, there 
being little irregularity in wire nails 
and other wire products, while bolts, 
nuts and rivets are holding well at re- 
cently established levels. 


BUILDING CONDITIONS 


The building situation in this district 
shows little change, and demand for 
builders’ hardware continues very light. 
A few large projects are under way, 
but are adding little to jobbers’ busi- 
ness. Road work is active and a num- 
ber of bridges are under construction 
in Allegheny County. No new pro- 
jects of outstanding size are reported, 
and building contracts for residences 
are very light. Garage building has 
also been exceptionally inactive this 


year, with corresponding light demand 
for garage hardware and doors. 


THE STEEL INDUSTRY 


With the Fourth of July holiday 
passed, conditions in the local steel in- 
dustry have a Somewhat better outlook. 
Operations last week declined to the 
lowest point of the year, with steel in- 
got production at no more than 50 per 
cent of capacity, and many mills mak- 
ing sheets, tin plate, strip steel and 
bars suspended for the entire week. 
Suspension from Thursday night until 
Monday was general in nearly all de- 
partments, except open-hearths and 
blast furnaces. Improvement in steel 
demand hinges largely upon the auto- 
mobile industry, which will be prac- 
tically dormant during the present 
month. Better operations are assured 
for August as larger producers go into 
production on new models, and with 
improved demand for automotive steel 
there is every prospect of a general 
quickening in other important consum- 
ing channels. It is naturally assumed 
that recovery will be very gradual. 

Steel prices have declined further in 
the last two or three weeks, although 
in most cases minimum quotations are 
not officially recognized and apply only 
to very large tonnages. With business 
confined principally to small lots, the 
market is not clearly defined at any es- 
tablished levels, but might decline open- 
ly in the case of improved demand. 
Galvanized sheets are more freely 
quotable at 3.15c., Pittsburgh, a decline 
of $1 a ton from recent levels, and the 
2.55c. Pittsburgh price on black sheets 
is being shaded as much as $2 a ton in 
outlying territories. Nail prices are 
$1 to $2 a ton lower in some districts, 
but quotations in Pittsburgh are hold- 
ing at $2.15 a keg. Shading on bars, 
plates and shapes has defined the mar- 
ket more clearly at 1.65c. with small 
lots bringing $1 and $2 a ton more. 

Unemployment is not a source of 
special concern just now because mill 
suspensions are resulting in what may 
be termed vacations for many people. 
Loss in income, however, will be felt 
later in depressed purchasing power 
and extension of credit. In some local- 
ities credit extension has become very 
serious, and default of installment pay- 
ments is regarded as a serious feature 
of the situation. 
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June Wholesale Sales Exceeded Last Year— 
BOSTON: ¢ Current Volume of Business Remarkably Good 


(Boston office of HARDWARE AGE) 

BOSTON, July 8.—Although final figures are not available it is cer- 
tain that local shelf hardware jobbers’ sales for June ran in excess 
of those for the corresponding month last year. Such a showing in 
a measure is accounted for by the fact that there is one less jobbing 
house here than in 1929, and that the business of the company liqui- 
dating has been spread among the other houses. Reports from re- 
tail dealers are spotty. In certain sections of New England June 
retail sales exceeded those of last year; in others they were less; 
and in still others just about on a par. Retail business collectively 
probably averages about 5 per cent less than last year. The current 
volume of business is remarkably good, however, when one stops to 
consider trade in general and the number of people out of employ- 
ment or working part time. 

A year ago dry weather created a tremendous demand for garden 
hose and jobbers had difficulty in supplying all requirements. This 
year demand, while fairly good, is by no means up to last year’s 
record. Otherwise, demand for seasonable merchandise seems to 
be about normal. Retailers, who earlier in the year bought spar- 
ingly of lawn mowers, screen cloth, screens and screen doors, garden 
tools, etc., are constantly in the market for fresh supplies, but be- 
cause of the advanced season current buying naturally is cautious. 
Fencing of all kinds has sold remarkably well this season, but per- 
haps the greatest gain made by merchandise in movement is found 
in sporting goods and the like. Despite the falling off in construc- 
tion as compared with a year ago there is a healthy call for builders’ 
hardware, and better still there is less price cutting on the part of 
the jobber and retailer alike. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 


AUTOMOBILE ACCESSORIES. eedar lines from $1.10 to $4.50 each, 


ne 


Tires. a line, balloon, four DOLL CARRIAGES. 


ply, 29.4-40, $6.1 each net; 30.4-50, 


$6.89; 31.5- 25, $1 ane! Six ply, 29.4-40, mOIr Carriages.—Standard makes, 8 
$8.40; 30.4-50, $9; 31.5-25, $11; 33.6-00, eM de's c tee hh. ee 
$14.25. High’ pressure, straight sides, $2. 80; 9 x 17% in., $3.50; 914 x 
30 x 3%, $7.36; 32 x 57. 18% in., $4; 10% x 21 in., $5.25; a 

Tubes.—Mansfield ee 29.4-40, $1.16 33 in., $6.73; 13 x 24% im., $8.25; 13% 


each net, in cartons of 12, $1.11; 31.5- x 24% in., $10.50; 13% x 26 in., $13.50. 


25, $1.58, in cartons of six, $1.53; FANS (ELECTRIC). 
ae eo capone of six, $1.88. Fans.—Westinghouse, 60 cycle, 8 in. 
cloths, 2 doz. to case, with display stationary, in lots of three, $3.50 each 


‘ net; in lots of 12, $3.25. Oscillating, 
stand, in less than case lots, $34 & 8-in., in lots of three, $8.36; in lots 





ease list. Discount 33 er cent. 
In case lots, discount ls cent. of 12, $7.77; 10-in., in lots of | three, 
Tire Chains. —30 x 3%, $4.50 a pair, $11.90; in lots of 12, $11.05; 12-in., in 
list; 31 x 4, $5.50; 32 x < $5. 50; 33 x lots of three, $18. 90; in lots of 12, 
4, $5.75; 32 x 4%, 25: 33 4. $17.55; 16-in., in sate of three, $24.50; 
$6.50; 34 x 4%, $6.75; 33 x 5, * 37.50: in lots of 12, $22.75. Forty-cycle, 
34 x 5, $7.50; 35 x 5, $8. Balloon, 27 8-in., in lots of three, $4. 55; in lots of 
x 4.40, $4.50; 29 x 4.40, $5; 31 x 4.40, 12, $4.23; 25 to 30 cycle, 8 in., oscillat- 
$5.50; 28 x 4.75, $5.25; 39 x 4.7 75, $5.50; ing, in lots of three, $8.93; in lots of 
30 x & 75, $6; 99 x 4. 95, $5. 50; 30 x 4. 95, 12, $8.29. Direct current, oscillating, 
oe. a1 3 LO6. Saas BE x £95. 86. Wyn of three, 12-in., $18.90; 16-in., 
33 x 4.95, $6.50; 34 x ers $6.75; . “net P 9 
fr . Fans.—Pola Cub, stationary, 6-in., 
a ha pt me Ps 25, $6.75; 30 x 538 in lots of less than 12, $2.75 each net; 
discount 30 per cent; 10 to 49 pair in lots of 12, $2.65; 8-in., less than 12, 
in one shipment, 35 per cent dis- $3.20; lots, of 12, $3.05; 10-in., — 
count; 50 pair in one shipment, 40 than six, $4.55; in lots of six, $4.35; 
per cent discount. ceciliating, $6.08; lens an “, gi; 
ots > INO. ~ . - ** 
al 48 poe ye een less than four, $12; lots of four, $11.65. 
dial, $2.10. FISHING TACKLE. 
BRUSHES. Rods.—Winchester split bamboo 
Brushes.—Paint, wall, 3% in., $4 to fly, No. 6080, 8% ft. $11.67 each net; 
$14.50 per doz. net; whitewash, 7 in., No. 6085, 9 ft., $11.67; No. 6090, 914 
$4.58 to $21; calcimine, 7 in., $9.50 to ft.. $11.67; No. 6134, 8 ft., $20; No. 
$59; paper hanger, 10 in., $2.50 to 6135, 8% ft., $20; No. 6140, 9 ft., $20; 
$16; flat varnish, 2 in., $1.20 to $6; No. "6145, 914 ft., $20; No. 6149, 8 ft., 
oval varnish, $11 to $20.50. $23.33; No. 6150, 8% ft., $23.33; No. 
4 6155, 9 ft., $28.33; No. 6160, 9% ft., 
BUILDERS’ HARDWARE. $23.33; No. 6151, 8% ft., $23.38; No. 
Inside Door Sets. — Competitive 6156, 9 7, $23.33; No. 6161, 9% ft., 
lines, $4.75 a doz., net; in lots of $23.33. 
five dozen of one finish, $4.50 a doz.; Rods.—Winchester_ steel fly, No. 
regular lines from $5.75 to $19 a doz., 5120, 8 ft., $1.15 each net; No. 5125, 
net. Front door sets, regular lines 8% ft., $1.15; No. 5130, 9 ft., $1.15; 





from $1.25 to $5 each, net. Vestibule, No. 5025, 8 ft., $1.73; No. 5030, 8% ft., 


$1.73; No. 5035, 9 ft., $1.73; No. 5040, 
9% ft., $1.73. Special light weight 
trout, No. 5100, 7 ft., $4.67. Salt 
water, No. 5601, 6% ft., $4.21; No. 
5602, 7% ft., $4.21. 

Rods.—Winchester steel bait cast- 
ings, Nos. 5420 to 5440, 4 ft. to 6 ft., 
$1.13 each net; Nos. 5535 to 5555, 3 ft. 
to 5% ft., $1.40; Nos. 5560 to 5579, 4 
ft. to 6 ft., $1.59; Nos. 5580 to 5595, 
4 ft. to 5% ft., $3.45 


Rod Accessories. “Ww inchester line, 


No. 5995, reversible handle, 67c. each 
net; No. 5996, 60c. Double handle, 
No. 5997, 87c.; No. 5998, 67c. Reducer, 
No. 9420, $1.13 doz. Emergency top, 
No. 9422, 80c. each. 
Reels.—Winchester level winding, 
100 yd. capacity, No. 4339, $21 a doz. 
net; No. 4340, $28; No. 4345, $68. 
Double action, 60 yd. capacity, No. 


. 2210, $5.91 a doz.; No. 2226, $7.47; No. 


2216, $7.47; No. 2206, $7.47; No. 2142, 
40 yd. capacity, $9.33; No. 2242, 60 
yd. capacity, $10; No. 2342, 80 yd. 
capacity, $11; No. 2442, 100 yd. ca- 
pacity, $12; No. 2292, 80 yd. capacity, 
$14.33; No. 2392, 100 yd. capacity, 
$15.33. 


FREEZERS. 


White Mountain.—Two gqt., $5.65 
each; 3 qt., $6.75 each; 4 qt., $8.25 
each; 6 qt., $10.45 each; 8 qt., $13.50 
each, and 10 qt., $18 each. These are 
list prices and are subject to dealer's 
discount of 50 per cent. 


HAMMOCKS. 


Couch Styles.—Khaki colored drill, 
$8 each net; drill with adjustable 
back, $12.50; khaki duck, adjustable 
back, box mattress, $13.50; striped 
duck, head rest, adjustable back, box 
mattress, $18; striped duck, head 
rest, adjustable back, boxed mat- 
tress, broad arm rest, $20; glider 
types, striped duck, mattress, adjust- 
able back and head rest, $30; striped 
drill, without head rest, suspended 
from steel underslung stand, $18. 

Canopy.—No. K7, $6 each, khaki, 
No. K2, $4.35. 

Stands. —No. 63A, $3 each net. 


KITCHEN GOODS. 


Ice Picks.—Stanley, No. E, $6.20 
a doz. net; Perfect, No. 37, 75c.; Gil- 
christ, No. 92, $1.12 a doz. and $11 
a gross; Truck’s slim, $1.58 a doz.; 
Bridgeport automatic, $2 an assort- 
ment. 

Egg Beaters.—Blue Whirl, medium, 
$8 a doz. net, large, $12; Taplin Mfg. 
Co., No. 44, $4; Ladd, No. 0, $4; 
No. 1X, $5.60; Edlund, $6. 

Egg Whip.—Standard makes, d4c. 
each net. 

Mixabeter.—No. E570, $16.65 each. 


OUTBOARD MOTORS. 


Otitboard Motors.—Neptune Twin, 
$110 each list. Discounts, single mo- 
tor, 20 and 5 per cent; lots of five, 
20 and 10 per | cent; lots of ten, 3344 
per cent. 


PENS AND PENCILS. 


Pens.—Standard makes, $3 to $7.50 
each, list. Discount 3314 per cent. 

Pen-Pencil Sets.—Tiger Eye, ladies’, 
No. 4472R, $4.67 a set, net; men’s, 
No. 4483C, $5; No. 449C, $6. Pearl- 
eraft, No. 2182C, $5.33. Other sets 
from $6 to $10 each list. Discount 
334% per cent. 

Desks Sets.—DeLuxe line, $7.50 to 
$12 each, list. Discount 33% per 
cent. 

Ink.—Moore’s, 2-0z. bottles, blue- 
black, $1.20 a doz., net. 


REFRIGERATORS. 


Refrigerators.—Eddy line, No. 215, 
$72 each list; No. 216, $80; No. 217, 
$94; No. 218, $126; No. 732, $37.50; No. 
733, $48; No. 734, $47; No. 735, $52; 
No. 742, $32; No. 760, $43. 

Discount.—On units, 37% per cent; 
on lots of three, 40 per cent. 


SKATES. 


Roller Skates.—Winchester, boy's, 
$1.40 a pair net; girl’s, $1.45. Union 
line, No. 2, 70c.; No. 3, 75c.; No. 5, 
$1.40; No. 6, $1. 45; No. 10, $1. 10. Chi- 
cago line, No. 181, boy’s, $2.65; No. 
181, girl’s, $2.75. Barney & Berry, 
boy’s and girl's, $1.25. Juvenile, $1.40. 
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TWI N CIT] ES: Prospects Indicate Improved Trade 
@ Prices Are Stable with Few Changes 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, MINN., July 8.—From every part of the territory 
tributary to the Twin Cities in the Northwest, crop reports continue 
to come in which are most favorable for this year. Sufficient moisture 
has fallen in practically every part of the Dakotas to almost insure 
good yields. Yet there is a feeling of quiet which is not justified by 
the prospects, a feeling of hesitancy on the part of the public toward 
buying heavily, which is reported to exist in many lines of business. 
Reports from the various parts of the territory would indicate that 
the opinion is that this light buying period will pass soon, and bet- 
ter business may be expected during this month and the fall months. 

As stated before, the price of butter fat and of other farm prod- 
ucts is low, and acts as a deterrent factor. Yet one authority in 
the Twin Cities states that the farm income in the Northwest has in- 
creased 70 per cent in seven years, or over $650,000,000. 

Sales of automobiles, according to a local bank review, increased 
in April over March, but were below those of a year ago. The sea- 
sonal peak of buying in May and June was not as high as had been 
anticipated in this line. The review summarizes the general con- 
dition as favorable for present and fall outlook. 

All of this is recited to show that the Northwest is fundamentally 
sound, and that there is no real reason why trade should not be on 
the upgrade during the remaining part of this year. 

Prices to a great extent are stable, but few changes being shown 
this week. Rope, sheet sandpaper and one size of window screens 
show changes. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS. F.O.B. ST. PAUL AND MINNEAPOLIS. 





AXES. | GALVANIZED WARE. 

Single bit, base weight, unhandled Standard galvanized pails, 10-qt., 
axes, $15.00 to $16.50; double bit, $2.70; 12-qt., $2.85; 14-qt., $3.10; stock 
$20.00 to $21.50; single bit, handled, pails, 16-in., $4.70; 18-in., $5.50; 
$19.25; double bit, handled, $24.25 standard tubs, No. 1, $7.15; No. 2, 
doz., net. $8.00; No. 3, $9.35; heavy, No. 1, 

$13.20; No. 2, $14.40; No. 3, $15.60 
BOLTS. . 4 doz. net. 
Carriage and machine bolts, 60-10 


stove bolts, 75-10 per cent, 


per cent; 
60-10 per cent from 


and lag screws, 
standard lists. 


BRADS. 
Wire brads, in 25-lb. box at 75 per 
cent from lists. 


BUILDING PAPER. 
Red rosin sized building paper, 
$2.52, and tarred felt, $3.00 cwt., net. 


CHAIN. 

Log chain, coppered, 4% x 14, $1.56; 
5/16 x 14, $2.11; % x $2. 89; self 
colored, ¥ x 14, $1. 40; 5/16 x 15, $1.88; 
34 Xx 14, $2.54 each; proof coil chain, 
\, in., $8.78; % in., $16.04; % in., 
$26.13; 5g in., $41.82 per 100 ft. 


BUILDERS’ HARDWARE. 

Steel butts, 3% x 3%, old copper 
or dull brass finish, less than case 
lots, 16%c. per pair; 4 x 4, old cop- 
per or dull brass finish, less than 
case lots, 22c. per pair. Heavy steel, 
bevel inside sets, $8.00 per doz. sets. 
Steel, bit-keyed front door sets, $1.20 
per set; wrought brass, bit-keyed 
front door sets, $2.40 per set; wrought 
brass, cylinder front door sets, $4.75 
per set. All lock sets quoted in old 
copper finish. 


EAVES TROUGH, CONDUCTOR 


PIPE AND ELBOWS. 


Eaves trough, 28-ga., 3-in.,_ slip 
joint, 5-in., in crates, $5.25; 6-in., 
$6.40; conductor pipe, 3-in., in crates, 
not nested, $5.10; 4-in., $7.15 per 100 
ft.; elbows, 3-in., $1.73; 4-in., $2.88 
doz. net. 

FILES. 


First quality files, 50 per cent, and 
jobbers’ brands, 60-10 per cent from 
list. 


GLASS AND PUTTY. 

Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly nure putty, in 50- 
lb. steel drums, $5.35 cwt., net. 


GRASS SHEARS. ‘ 


“Doo-Klip’’ grass shears, $10.80 
doz.; ‘‘Doo-Klip’’ long handle grass 
shears, $18.00 doz. net. 


ICE CREAM FREEZERS. 

Acme, 2-qt., galvanized, 75c.; 4-qt., 
$1.65; White Mountain, 4-qt., $4.13; 
8-qt., $6.75 each net. 

LAWN GOODS. 

Nelson’s Perfect Clinching hose 
couplings, $2.25 per doz.; Perfect 
Clinching hose menders, 90c. per doz. 


LAWN HOSE. 


Competition, %-in., 3-ply, 5'%4c.; 
Good Luck, 2 -in., 6- ply, 9c.; Bull 
Dog, %-in., -ply,. 12%c.; Manhat- 


tan W hipcord “Molded, 5% - -in., in 500- 


ft. bales, black, 7c.; red, Tec Pt; 
coupled in 50-ft. lengths, black. 
5,-in., $7.30; red, $7.80 per 100 ft., 
net. 

LAWN MOWERS. 

Philadelphia, Style A, 15- -in., $18.00; 
17-in., $20.25; 19-in., $22.50; 21-in., 
$25. 00° each, net. 

MILK CANS. 
Railroad, wide neck, 8-gal., $2.50; 


10-gal., $2.70 each, net. 


NAILS. 
Standard wire nails and cement 
coated wire nails, $2.75 per 100-lb. 
keg base. 


POULTRY NETTING. 


Hexagon, 63% per cent from lists. 


Reading matter continued on page 54 








| PRUNERS. 


“Doo-Klip’’ pruners, $10.80 doz., 
t. 


ne 


REGISTERS. 
Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


ROPE. 
3est grade manila rope, 21c. Ib.; 
second grade, 17c. lb.; best grade 
sisal rope, 17c. lb.; second grade, 
16%c. Ib. 


ROLLER SKATES. 

Union line, extension, web heel and 
toe straps, plain steel rolls, 75c. per 
pair. 

Same for boys, with self-contained 
ball bearing wheels, $1.45 pr. Same 


for girls, with self-contained ball 
bearing wheels, $1.45 pr. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.35; Nos. 193 and 105, $1.40. 

SANDPAPER. 


Best grade sandpaper, No. 1, 938c. 
per box of 75 sheets; second grade, 
No. 1, 69c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 


Sash cord, best grade, 58c. Ib. base; 
second grade, 3lc. lb.: third grade, 
25c. lb. base; net and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS. - - 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 42% per cent; round 
head brass, 37% per cent from lists. 


SCREEN DOORS AND WINDOWS. 


Doors, common, 2-8 x 6-8, $1.65 
each; fancy, $2.60 each; screens, Con- 
tinental, extensions, 24-in., $9.75 doz.; 
Wabash, extension, 24-in., $4.85 doz., 
net. 


SOLDER. 
Warranted half and half solder, 
22% c. Ib., and strictly half and half 
solder, 23%c. Ib., in 100-lb. boxes, net. 


STEEL SHEETS. 

Galvanized steel sheets, 24-ga. 
(base), $4.30; black steel sheets, 24- 
ga. (base), $3.70. Armco galvanized 
steel sheets, 24-ga. (base), $6.25 cwt., 
net. 


TIN. 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x 28, 8 Ib., 
coating, IC, $14.75 box, net. 


TIRES AND TUBES. 

Mansfield tires, 30 x 3%, Liberty 
cord, $4.17. Mansfield heavy duty 
oversize, Liberty, 32 x 4, $7.95. 

Mansfield heavy duty, 32 x 4, $10.50. 
Mansfield double service, 29 x 4.50, 


$10.68. Mansfield double service, 32 
x 5.50 74. 

Tubes, 30 x 3%, Mansfield, $1.13. 
Tubes, 29 x 4.40 Mansfield, $1.24. 
Tubes, 30 x 3%, Liberty, 90c. Tubes, 
29 x 4.40, Liberty, $1.13. Tubes, 32 
x 6.00, Liberty, $1.99. 


WHEELBARROWS. 

Hardwood stave trays, $34.20 doz.; 
selected hardwood stave trays, $40.80 
doz.; tubular steel trays, 4% ft. ca- 
pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
each, net. 


WIRE. 

Galvanized barbed cattle wire, $2.77 
per 80-rod spool; special galvanized 
barbed hog wire, $2.96 per 30-rod 
spool; No. 9 (base), smooth, galvan- 
ized wire, $3.35 cwt.,. and No. 9, 
smooth, black wire, $2.90. 


WIRE CLOTH. 


Black painted, 12 x 12 mesh, $1.65; 
aluminum finish, 12 x 12 mesh, $1.85 
per 100 sq. ft., net. 
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FULLER PEPP, THE PEMINGTON MAN. 





















I SEE YOU HAVE 


I WAS HERE. 





HEAR. 


6h 


no b 1) D7 




















gy) 


YEAH-— HE STARTED YED- 
A NEW CLERK SINCE ]TERDAY. I DON'T KNowW HOW 
“HE'S GOING To BE YET. ANY- 


WAY HE AINT DEAF AND 
a DUMB. HE CAN 










Now LOOK AT THE Poor “v 
SAP— HE'S GOING TO TRY AND 
SELL SOMETHING TO PETE. 
SoNES! THE POOR FISH! 
OLD JONES 
NEVER SPENT 













POCKETHNIFE SAMPLES, 






Gi NEW NUMBERS 


HAVE YoLt TIME To 
Loow OVER MY 


SOE 7 IVE Got SOME 








THIS TRIP, 








HERES A KNIFE THAT'S SAY ! THAT IS A 


BEEN SELLING LIKE HOT PEACH ISNT IT- 


CAKES FoR ME LATELY. ILL TAKE A 
$1200 DOZEN OF 











HOW ARE -THE REMINGTON 
ScisSORS GOING, JoE ? 





GREAT ! ALL 1 HAVE 
Yo DO 1S SAY “iTS A 
REMINGTON” AND THE 

OLD CASH REGISTER 


RINGS AGAIN! 





) 





WELL, DID Yold FINALLY GET 
THROUGH MONKEYING WITH OLD 
PETE JONES F YOLIRE JUST WASTING 


Youre TIME 











GEE, I'M SORRY I DIDN’T KNOW 


THAT! I SOLD HIM A MODEL 249 
SHOTGUN AND SIX BoxES OF 
NITRO EXPRESS SHELLS / 








REPEATING 








WHAT ARE YoLl TRYING TODO? KID 

SOMEBODY You DONT KNOW ANY OF 

THE TALKING Points OF THAT GLIN! You 
JUST STARTED TO WoRK HERE ! How 











I DIDNT HAVE To ‘SELL HIM. HE 
ANSWERED A REMINGTON ADVERTISEMENT 
AND THEY SENT HIM THIS FOLDER. 


HE WAS ALREADY 























54 HARDWARE AGE for JULY 10, 1930 





S AS ees Sporting Goods Are Very Active 
KAN * Galvanized Ware Is Lower 


(Kansas City office of HARDWARE AGE) 

KANSAS CITY, July 8.—Still the unprecedented sales of golf equip- 
ment continues and there is no letup in sight at the present time. 
Jobbers say this season has been the biggest run on golf they have 
ever experienced and, contrary to the accepted belief of a short while 
ago, the miniature golf game may have come to stay instead of being 
a passing fad. The report reaches Kansas City that a corporation 
is planning to install around 1600 of the miniature courses in the 
city of Los Angeles alone and all over the Kansas City territory 
towns of appreciable size are the settings for activity in the installa- 
tion of the “baby” courses. 

One jobber reports that the house is often caught without stock 
and the orders have shoved the business in balls alone up to several 
thousand dozen. Dealers have an ear to the ground and the golf 
orders that come in indicate that the golf movement is more general 
than it has ever been. The recent movement, say wholesalers here, 
has shoved golf above baseball in popularity this season. Another 
angle to the golf situation is the way these miniature courses have 
stimulated the game of croquet. Jobbers say they have sold more 
croquet sets than last year. 

Due to the exceptionally hot and fine weather the whole sporting 
goods line has shown unusual activity. A hardware jobber reports 
that the general sporting goods business in the month of May was 
$6,000 ahead of last May, and that when the June figures are checked 
a still greater increase will undoubtedly be shown for that month. 

Refrigerators are doing fully as well as last year while ice cream 
freezers are somewhat behind. Wholesalers are at a loss to know 
why freezers have not moved in proportion to other hot weather 
items. Neither are they able to explain the exceptionally good 
movement on gas ranges. Oil stoves have been moving freely as 
might be expected, but gas ranges have sprung a surprise. 

There has been a reduction in the price of galvanized ware 
amounting to 5 per cent and recent prices on manila rope, a lively 
item just at this time, are quoted at from 17c. to 2l1c. per pound, 
according to grade. There are no other price changes of conse- 
quence. 

The outlook on heavy hardware is better than it was two weeks 
ago. The industrial business has been fair all along and now that 
the grain is being marketed the agricultural industry is taking its 
portion of this class of goods. A movement on metal grain bins is 
looked for in the near future, especially if the price of grain con- 
tinues low for the price of grain governs the farmers’ activities in 
regard to storage. 

The repair business on binders and mowers is giving the heavy 
hardware departments some additional business. Low prices of 
grain have affected the buying of new machines and correspondingly 
has enhanced the repairing of old machines. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. KANS@S CITY. 


ARBED WIRE. doz.; No. 8A _ professional model 
B B ‘ catcher’s mitt, $10.00 each; No. 250, 
Galvanized barbed wire, hog or horsehide face, $3.35 each; No. JP 
cattle, catch weights, $3.70 per hun- professional model fielder’s glove, 
dred; 80-rod galvanized, hog, $3.20 $5.70 each; No. 56 boy’s, $1.00 each; 
per spool; 80-rod galvanized, cattle, best quality, No. JP mask, one 
$3.00 per spool; 80-rod painted, hog, piece, $10.50 each. 


$3.00 Pe spool; 80-rod painted, cat- 





te $2.80 oy spool. Plain, annealed 
wire, No. 9, $3.20 per hundred; No. 9 BUILDING PAPER AND FELTS. 
galvanized, $3.65 per hundred. 39 oh rosin-sined building paper, No. 
. c. per roll. ater’s felt, c. 
BASEBALL SUPPLIES. per roll. Asbestos paper, $6.00 per 
Good quality autographed bats of 100 lb. Tarred felt, $2.66 per 100 Ib. 
selected white ash, $18.00 per doz.; Insulating paper, $2.10 per roll of 


No. 0 official baseball, $16.50 per 500 sq. ft 





BICYCLE TIRES. 


U. S. Overland thornproof, black 
side walls with red tread, 28 in. x 
1% in., $2.50 per pair. 


CAMPING EQUIPMENT. 


Gold Medal No. 80 camp cot, $6.20; 
No. 50, $4.85. ‘‘Badger’ camp stool, 
40c. “Badger” folding table, hard- 
wood top afid legs, No. 208, $2.50 
Coleman No. 9D camp stove, $6.25; 
No. 2D, $8.50. 


CROQUET SETS. 


Four-ball maple, No. 05, $1.25; 
eight-ball sets, $1.85; No. 9 eight-ball 
fancy painted, $3. 30: No. 6 four-ball 
fancy painted, $2.15. 


ELECTRIC FANS. 


Ten-inch oscillating, high grade 
fan, single speed, $11.55 each. Same 
in 9-in., $8.75. No. B67 stationary, & 
in., $3.20; B62, 9 in., $3.70; No. B64, 
10 in., $7.00. 


FISHING TACKLE. 


Rods, split bamboo, fly rods, No. 
97%, $5.60 each; No. 3097, $3.95 each; 
No. BBC46GG steel bait casting rod, 
$1.49 each. Best quality No. 275, cork 
grip, agate guides, in from 5 to 5% 
ft. lengths, $7.35 each. 

No. 1000 good quality, level wind- 
ing, anti-backlash reel, $5.65 each; 
No. 1893 level winding, $3.35; No. 12 
level winding, anti-backlash, $13.35; 
No.. 100 level. winding, $3.35; No. 223, 
$1.85. Enameled silk line, 100 yards, 
23-lb. test, $2.65; 16-lb. test half cast- 
ing line, 100 yd., $2.15. 


GARAGE HARDWARE AND LOCKS. 


No. 17764%J garage door set for 
hinged doors, $2.25 per set. No. 
T25058 sliding garage door set, $4.50. 

Wide bevel lock set, $4.25 per doz.; 
lock sets with glass knobs, 7.00 per 
doz.; No. 165 3%-in. wrought steel 
butts, 30c. per pair. 


GOLF BALLS. 


Eagle, both 1 62/100 in. and 1 68/100 
in., $6.00 per dozen. Paramount, 
same sizes, $4.00. 


ICE CREAM FREEZERS. 


All metal, No. F2A, 2 qt., $9.50 per 
doz.; all metal automatic freezing, 
2 qt., $2.70 each; wood pail, 2 qt., 
$1.40 each; steel frame, wood pail, 
3 qt., $2.75 each; 4 qt., $3.35 each; 
6 qt., $4.25 each.” Three-motion, steel 
frame, wood, pail, 4 qt., $4.10 each; 
6 qt., $5.16 each. 


PAINT. 


Pure outside white lead and zinc, 
$3.00 per gal.; colors, $2.80 per gal. 


PAINT BRUSHES. 


Selected black Chinese _ stucco, 
length out 45-in., No. 30, $25.00 per 
doz.; No. 35, $34.45. Selected black 
Chinese wall brush, all rubberset; 
3 in., 2% - out, $13.50; 3% in., 4 in. 
os "$17.0 4 in., 4 in. out, $24. 55; 
4%4-in., 1 in. ‘out, $30.70; 5 in., 
4% in. out, $33.75. Dutch kalsomine, 
No. 40, 4% in. out, selected Russia 
bristle, $42.75 per doz.; No. 50, 4% 
in. out, $51.25 per doz. Black Chinese 
bristle oval varnish., No. 4/0, $10.60 
per doz.; No. 6/0, ‘$1 3.30 per doz.; 
No. 8/0, at 7 per —.. ay varnish, 
1 in., $2.80; 1% in., $3. io $5.75 
2% in., 37. 90;°3 in., Sion 


ROOFING. 


Roofing pitch, $28.40 per ton; roof- 
ing asphalt, $29.00 per ton. Asbestos 
liquid roof coating, 50-gal. steel drum, 
43c. per gal.; 30-gal. steel drum, 45c. 
per gal.; 5-gal. steel pails, 53c. per 
gal. One-gallon cans, 6 to the case, 
$4.10 per case. 

Plastic roof cement, steel drum, 
480 lb. gross, 5%4c. per lb.; % steel 
drum, approximately 290 Ib. 5%c. per 
Ib.; 100 Ib., 6%c. per lb.; 25-lb. steel 
pails, T%c. per Ib. 
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CONSTANT PROFIT EARNERS 
THAT SELL THEMSELVES 





Most hardware men know that it’s 
the steady, long-season selling 
items that really bolster up profits 
when the year's check-up is made. 


» » That's why it pays to display 
Bassick Casters and’ No Mar Rests 
in your store. Once you put them 
out where customers can see them, 
they sell themselves and sell 
steadily. All you have to do is 
keep your line complete. 








» » People like to “discover” the 
things they intend to buy. When 
they see your display of Bassick 
Floor protectors they will be re- 
minded of their needs. A tray like 
the one pictured will do the work. 
Just give it good position in your 
store andshow our 7 Standard Items. 


Feature Today 
BASSICK CASTERS 
No Mar RESTS 


For Floor Protection 











» » Try it, and see for yourself. 
Your jobber can fill your order. 
We'll be glad to send you com- 
plete information about the line. 
Mail the coupon today. 


THE BASSICK COMPANY 
BRIDGEPORT CONNECTICUT 


Bassick 


For 34 years the buy-word for fine 
casters and furniture rests 


Send me information about COMPLETE BASSICK SERVICE to address in margin below 
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LEVELAND: 


CLEVELAND, July 8.—Business improved with Cleveland jobbers 
the last part of June over the first half of the month. However, the 
volume was considerably under the same month last year. 
are plentitful in number but they are for small lots. 
buying broken packages in many lines and keeping their stocks very 
low. They are showing little interest in seasonal merchandise for 
fall. The brightest spot is in sporting goods lines which are very 
This applies to fishing tackle and golf and tennis goods. 
Other active 


active. 


Automobile tires and spark plugs are also moving well. 


(Cleveland office of HARDWARE AGE) 


items include rope and paint and varnish brushes. 


Prices are being well maintained and few changes are being made. 


Manila rope has been reduced lc. per pound. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. CLEVELAND. 


BOLTS AND NUTS. 

Carriage and machine bolts and lag 
screws, cut thread, 60 and 10 per cent 
ofi list; % x 6 in. and smaller bolts 
with rolled thread an extra 10 per 
cent discount. 


BINDER TWINE. 
Best grade, $6.11% per bale; second 
grade, $5.73% per bale; car lots 12% bc. 
lower per bale. 


BUILDERS’ HARDWARE. 

In case lots, lock sets, $5 per doz.; 
heavy strap hinges, 6 in., $1.55 per 
doz.; 8 in., $2.40 per doz.; extra heavy 
T hinges, 6 in., $1.80 per doz.; 8 in., 
$2.70 per doz.; 10 in., $4.25 per doz. 
Butts, case lots, 3 in. and 3% in., 
l6c. per pair; 4 in., 2lc. per pair, 
for less than case lots, all sizes are 
2c. per pair higher. Butts with sand 
blasted finish are 4c. per pair higher. 
Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish $1.15 ner doz. 


COOKERS. 


No. 20 Conservo, $8 each. 


FENCE, LAWN. 

Ornamental, style F, 36-in., 22c. per 
ft.; 42-in., 24c. per ft.; 48-in., 28c. per 
ft.; style L, 36-in., 16c. per ft.; 42- 
in., 18c. per ft.; 48 in., 20c. per ft. 
Dealers’ discount 60 per cent. 


GALVANIZED WARE. 

Pails, competitive line, 10-qt., $2.25 
per doz.; 12-qt., $2.50 per doz.; 14 qt., 
$2.65 per doz.; 16-qt., $3.25 per doz. 

Tubs, 10-gal., $6.15 per doz.; 14-gal., 
$6.95 per doz.; 17-gal., $8 per doz. 

Garbage cans, 4%4-gal., $7.10 per 
doz.; 6%-gal., $8.30 per doz.; 914-gal., 
$8.60 per doz.; 1014-gal., $9.80 per doz. 

Watering pots, best quality, 4-qt., 
$5.75 per doz.; 6-qt., $6.75 per doz.; 
8-qt., $7.20 per doz.; 10-qt., $8.25 per 
doz.; 12-qt., $9.75 per doz.; 16-qt., 
$12.25 per doz. 


GARDEN HOSE. 

Black, double braid, molded % in. 
in bales, 74%4c. per lb.; same % in., 
8%4c. per Ib. Red, double braid, 
molded in bales, ®% in., 7%c. per Ib.; 
% in., 8%c. per Ib.; 56-ft. sections, 
coupled, 4c. per lb. higher for both 
grades and sizes. 


GARDEN PLOWS. 

Forest City, $2.75 each: G2 Ameri- 
can gt ‘$4. 50 each; Easy garden 
Raiser No. 8%, $5.80 each; No. 10%, 
$6.10 each. 


GRASS CATCHERS. 
Perfection, 12 x 16 in., $8 per doz.; 
16 x 20 in., $9 per doz. ; Easy- Empty- 
ing, 12 x 18 in., $10.75 per doz.; 16 x 
22 in., $13.50 per doz. 


|GRASS HOOKS. 

| No. 10 Clearcut, $5.25 per doz.; 
Forest City, $3.60 per doz.; Little 
Giant, $3.25 per doz.; Komet, $2.40 
= doz. ; Atkins, Perfection, $4.75 per 
oz. 


GRASS AND PRUNING SHEARS. 
Goodwin grass shears, No. 10, $13.80 
per doz.; No. 20, $10 per doz.; Clear- 
cut, No. 800. $6 per doz.; No. 1000, $10 
per doz.; Wise. No. 600, $12 per doz. 
Doo-Klip grass shears, $10.80 per 
doz.; Doo-Klip long handled grass 
shears, $18 per doz. 

Pruning Shears.—Clearcut, No. 
1104, $11.50 per doz.; Pexto, No. 60, $8 
per doz.;: No. 5, $3.50 per doz.; No 
505, $7. 25 per doz.; Doo-Klip pruners, 
$10.80 per doz. 


GRASS SEED. 
Excelsior 3le. per lb.; Pan Ameri- 
can, 26c. per Ilb.; Shady spot 36c. 
per Ib. 


LAWN GOODS. 

Tl). R. Nelson Mfg. Co., Perfect 
Clinching hose couplings, $1.90 per 
doz.; female ends, $1.30 per doz.; Per- 
fect "Clinching host menders, 80c. per 
doz.; Rainbow nozzles, $3.80 per doz.; 
Sprinklers, Rotary. $11.60 per doz.: 
nga $5.75 per doz.; Crest, $5.65 per 

oz. 


NAILS AND WIRE. , 

N-ils.—Factory shipment, car lots, 
$2.30 per keg; less than car lots, 
$2.40 per keg for factory shipment 
and $2.50 per keg for stock shinment; 
other products for stock shipment; 
No. 9 galvanized wire, $3.05 per 100 
Ib.; No. 9 annealed wire, $2.60 per 
100 lb.; polished fence staples, $2.90 
per 100 lb.; galvanized fence stanles, 
$3.15 per 100 lb.; coated nails, $2.50 
per keg. 

Barbed Wire.—Lyman 4-point cattle 
wire, $2.88 per 80-rod spool; hog wire, 
$3.12 per 80-rod spool. 


NIGHT LATCHES. 
No. 26, 60c. each; No. 20, 70c. each; 
No. 33, $1 each; No. 36. $1.10 each: 
No. 042, $1.50 each; No. 42, $1.65 
each; No. 040, $1.30 each. 


POULTRY NETTING. 
Galvanized after weaving, 60 per 
cent off list; galvanized before weav- 
ing 60 and 10 per cent off list. 


PAINTS AND VARNISHES. 

Mixed paints, first quality, $2.90 to 
$3 per gal. for colors, and $3.05 to 
$3.10 for white. 

Turnentine in drums, 49%c. ver 
gal.: in 5-gal. lots, 67%c. per gal. 

Linseed oil in drums, $1.13% per 
gal.: in 5-gal. lots, $1.311%4 per gal. 

White lead in 100 lb. kegs, Rag, 
per Ib.; in 50 and 25 Ib. kegs, 14c. 
per lb.; in 12% Ib. kegs, 14\%c. per Ib. 





Reading matter continued on page 58 


Orders 
Retailers are 








Sporting Goods Are Very Active 
June Volume Was Below Last Year 


Quantity discount, 500 lb. to 1 ton, 
10 per cent. One ton or more, 10 per 
cent and 4 per cent. 

Enameling lacquers, $1.20 to $1.65 
per qt. 


ROPE. 

First grade manila, factory ship- 
ment 19%c. per Ilb.; stock ship- 
ment, 20c. per lb. Sisal rope, fac- 
tory shipment 16c. per Ib., stock 
shipment, 16%4c. per Ib. 


RUBBISH BURNERS. 
Canco No. 51, $4.20 each; No. 81, 
$5.35 each; Cyclone Catchall, $21 per 
doz. 


SCREEN DOORS. 
No. 288, 2.6 x 6.6, $19.25 per doz.; 
2.6 x 6.8, $20 per doz.; 2.8 x 6.8, $20 
per doz.; 2.8 x $20. 75 per doz.; 
2.10 x 6.10, $21.2 ” per doz.; 3 x 7%, 
$22 per doz. 


PANEL DOORS. 
With galvanized wire, No. 315, 2.8 
x 6.8, $29.75 per doz.; 2.8 x 7, $31.50 
per doz.; » B20 =x 6.20, "$32. 40 per doz.; 
3 x 6.8, $32.75 per doz.; 3 x 7%, $33.60 
per doz. 


PREPARED ROOFING. 

Common grade, light, 82c. per sq.; 
medium, $1 per sq.; heavy, $1.18 per 
sq.; better grade light, $1.03 per _sq.; 
medium, $1.32 per sq., heavy, $1.55 
per sq. 

Slate surface roofing, $1.77 per sq. 


SHEATHING PAPER. 
A grade 85c. per roll, 
roll; C 45c. per roll. 


WINDOW SCREENS. 

Wood, extension 10 x 30, $2.95 per 
doz.; 15 x 33, $3.40 per doz.; 18 x 33, 
$3.75 per doz.; 24 x 33, $4.45 per doz.; 
24 x 37, $4.70 per doz.; 28 x 33, $5.25 
per doz.; 28 x 37, $5.60 per doz. 


x a 


B 60c. per 





Material Testing Society Dis- 
cussed Paint and Screen Wire 


Paint manufacturers should emphasize 
the slogan “clean the surface’ as much 
as “save the surface,” members of the 
American Society for Testing Materials 
were told in Atlantic City, N. J., on June 
26 at the thirty-third annual meeting of 
the organization. In a symposium de- 
voted entirely to the discussion of paints 
and its properties, importance of the 
newer slogan was stressed by the speak- 
ers. 

In a joint paper submitted by G. F. 
Stutz, Jr., and G. S. Haslam, both of 
Palmerton, Pa., research engineers for 
the New Jersey Zinc Co., tests were 
described involving paint capacity, re- 
sistance to tinting effect, concentration 
and “brightness-thickness.” These were 
cited as factors in the problem of devel- 
oping standards for paint manufacture, 
which would make the covering of old 
surfaces with new paint an almost mathe- 
matical certainty. 

Results of salt spray tests on non- 
ferrous screen wire cloth and conducted 
in various parts of this country and the 
Panama Canal zone during the last four 
years were described by G. Willard 
Quick of Washington, D. C., association 
metallurgist of the United States Bureau 
of Standards. 
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POINTS TO CONSIDER 
When You Put in a Line 


First:—Is the manufacturer capable 
of delivering a dependable product 
on time? Since 1881 Neely has been 
rendering uninterrupted service to 
industry. 

Second:— Can my stock be maintain- 
ed from a nearby source of supply? 
Ask your distributor's salesman for 
complete data on the Neely line. Dis- 
tributors all over the United States 
are co-operating with us to give you 
top service. If your distributor should 
be unable to supply you, write to us 
direct. 

Third:—Will the quality satisfy my 
trade? Service here begins with test- 
ed and proved quality in the raw 
material and continues on down to 
the final inspection. Neely quality 
4 knows no compromise. 

Z» You can build up an increasingly 
profitable business by concentra- 
ting on this line. 





















































































































































































































































































































































Order from 
Your Distributor 








NUT & BOLT CO. 
PITTSBURGH, PA. 


BOLTS »- NUTS - RIVETS » RODS - UPSET FORGINGS 
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A Profitable 
Quality Line 
to Handle 


Correct methods of heat treat- 
ing, careful workmanship, the best 
materials obtainable, rigid inspec- 
tion, 30 years of catering to 
mechanics’ needs . . . . are the 
dealers’ guarantee that American 
Swiss products will satisfy the 
most discriminating mechanic. 


Send for Catalog and Price List. 


American Swiss File & Tool Co. 
400 Trumbull St. Elizabeth, N. J. 


MERE 








SwisS 


MECHANICS’ HAND 


TOOLS 


Precision Files and Knurls 




















| Have Tools | Didn’t Order 


(Continued from page 29) 


der a buck to hold the work you 
are going to cut with one of these 
good tools. And see what you get! 
Well, anyhow, on your sawbuck 
you have your good steel maker’s 
brand. You have got that much! 
Or, perhaps I am wrong as to 
what is highly-specialized service. 
I stopped at the cigar stand to ask 
if I could get a certain cigar in an 
unusual packing. The dealer said: 
“We will pack it special and have 
the package ready when you come in 
tomorrow morning.” Dropping into 


a delicatessen, I asked for a newly- 
introduced brand of coffee. The 
dealer had six other brands on his 
shelves. He said this: “Sorry, I 
haven’t stocked it; but I will send 
a package around in time for break- 
fast, if that will be all right.” I 
asked the neighborhood druggist 
for so and so—hardly expecting to 
get it and telling him so. He re- 
plied: “This, I hope you will find, is 
a real drug store; we will have it 
for you within two hours.” 





Stocky Windows Bring Home the Bacon 


(Continued from page 35) 


This business of knowing what 
to display, when to display and how 
to display it is a wonderfully inter- 
esting subject for any merchant to 


] study. Only by trying out different 


kinds of windows can we find out 
just what will “pull” in our town. 
In this article I have written about 
stocky windows, which happen to 
be effective at Flato’s. I think that 
they would be equally effective in 
any hardware store located in a 
district where there is a reasonable 


amount of foot traffic passing by. 

However, do not always trim 
stocky windows. To avoid having 
your windows get stale, vary the 
program with displays that show up 
just one or-a few items. Trim a 
scenic window once in a while. Put 
in a demonstration window occa- 
sionally. But let the backbone of 
your display policy be stocky win- 
dows. They “bring home the ba- 
con”—quickly, forcibly and con- 
vincingly. 





Year Will Close Better Than It Opened 


(Continued from page 44) 


logical effect, and it immediately 
occurred to many banker§ that the 
psychological effect might be bad: 
“The move was presumably dic- 
tated by Federal Administration 
policy, and is consistent with the 
long series of encouraging state- 
ments issued during the past eight 
months by high Government off- 
cials. Nobody questions the value 
of the service rendered by the Presi- 
dent at the height of the crisis last 
fall, but everybody is beginning to 
question the wisdom and sincerity 
of the torrent of cheerful announce- 
ments by Cabinet officers and Ad- 
ministration spokesmen which have 
been flooding the press since then. 
The first reaction of the public was 
one of fear that conditions must be 
worse than was apparent to necessi- 
tate such eager reasurrances, but as 


one after another of these optimis- 
tic official forecasts have failed to 
materialize according to promise, 
the general disposition has been to 
treat them lightly. 

“We long ago abandoned the old 
set of rules for forecasting business 
trends, and no satisfactory new ones 
have yet been promulgated. We 
can only revert to the familiar un- 
derlying facts of the present situa- 
tion—nearly all reassuring—and 
consider that the depression has al- 
ready lasted practically a year (re- 
membering that the industrial reces- 
sion started several months prior to 
the stock market crash) and a 
change for the better is about due. 
But it will hardly occur until after 
labor Day. There is every reason 
to suppose that the year will close 
better than it opened.” 
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== IN THE WEEK’S MAIL= 


More Letters on ‘Over Fifty” 


PouGHKEEPSIE, N. Y.—In the June 
5 Harpware Ace, Trade Winds— 
Over Fifty, in my estimation, you 
have struck the nail squarely on the 
head. The facts as expressed are 
absolutely true. I only hope this ar- 
ticle of yours will be read and allowed 
to soak in by some of the powers that 
be. More power to you.—C. D. Joun- 
SON. 


PorTSMOUTH, OHIo — Thanks for 
your article of June 5 edition of 
HarpwareE Ace. It’s a peach. 

I have a dad who is seventy-three 
years young, and I think that he knows 
more than I do.—JoHn G. SoMMER. 


New York City—In passing for 
payment your current invoice, it gives 
me pleasure to’ take this opportunity 
to express my appreciation of Harp- 
warE AGE and the masterful way in 
which it is edited. 

I simply have to read the articles 
by Saunders Norvell, and your own 
splendid editorials. 

Both of these features of Harp- 
WARE AGE should be widely repub- 
lished as modern business literature, 
for they have a far wider application 
than to any single industry. 

Your own recent editorial ‘Over 
Fifty” is a masterpiece and is deserv- 
ing of a very wide circulation. 

R. W. Emerson, 


Executive Secretary, National Clean Up and 
Paint Up Campaign 


READING, Pa.—Your paper is a 
most welcome weekly visitor to our 
office. 

For quite a few years I have been 
denied the pleasure of indulging in 
my favorite pastime of reading, be- 
cause of the demands on my time. 
However, I do see to it that Harp- 
warE AGE is read and read carefully 
before it gets into other hands, and I 
am frank to say that in my opinion 
you have brought your publication up 
to a very high order of excellence. 

We are a manufacturing institution 
(so-called middle-aged) which be- 
lieves in the manufacturer-jobber- 
dealer plan of distribution and we 
practise most faithfully our beliefs, 
but to our great disappointment we 
find that many jobbers do not co- 
operate in this plan, but shop around 


and for the sake of price and at the 
expense of quality they will purchase 
goods from manufacturers whom they 
know to be regular sources of supply 
for mail-order houses and the larger 
chain stores. 

It is our hope that you will continue 
to emphasize this point strongly in 
future issues and that you will be en- 
abled to continue your splendid work 


for years to come. 


Roy C. Daugherty, Manager 


Columbia Cutlery Co. 
e 


Henry Brown Takes the Air 
(Continued from page 39) 
neighbors. Come in. Get your 

Smith family picture. Come in.” 

Of the five thousand persons who 
write to WENR each week, nearly 
all request pictures of the family, 
far too many to be accommodated 
in this respect heretofore, although 
every letter is acknowledged. Now 
the Chicago “Smith Family” fans, 
at least, can secure the pictures at 
the hardware stores identified with 
the program. Officers of the asso- 
ciation believe this inducement will 
attract many. 

The second poster is worded to 
the following effect: “Come in— 
meet Mr. Brown. He is a neighbor 
of yours. He boosts your neighbor- 
hood. Every customer a friend. 
Mr. Brown is a composite portrait 
of all members of the Chicago Re- 
tail Hardware Association. The 


man who runs this store is part of | 


him. Mr. Brown stands for Smil- 
ing Service, Community Betterment 
and a Personalized Contact between 
Customer and Dealer. Mr. Brown 
lives across the street from thie 








‘Smith Family,’ your radio neigh- | 


bors. You can follow the adven- 
tures of the ‘Smith Family’ through 
the courtesy of this store which 
sponsors this feature as a member 
of the Chicago Retail Hardware 
Association. Tune in—Hear them, 
WENR, each Monday, 9 to 9.30 
p. m. Hear the ‘Smith Family.’ 
Then come in, meet Mr. Brown.” 





When you hand a 


eustomer a Maydole 
there are no argu- 
ments to answer and 
there will be no com- 
plaint, he knows it 
is the best hammer 


that money ean buy. 


You’ll sell more hammers if you 

display and recommend Maydoles. 

Your jobber can supply you with 

standard assortments or the styles 
and weights you need, 


Write for free supply of Pocket 
Handbooks 23 “‘C”’ 


Waydole 
Hammers 


The David Maydole Hammer Co, Norwich NY 
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The men who buy 
hacksaw blades are 
the same men who 
buy tools . . . just 
as they know Star- 
rett Tools as the 
finest they can buy, 
they know Starrett 
Hacksaws as the 
finest they can buy. 


Write for information on Starrett 
Dealer Helps; for extra copies 
of Starrett Catalog No. 25 “A”. 


THE L. S. STARRETT CO. 
World's Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 
ATHOL, MASS., U. S. A. 


50th Anniversary of Starrett Tools — 1880-1930 
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Business Failures Increased In 
Week Ended June 28 


A relatively small increase in the num- 
ber of commercial failures was reported 
during the past week by the financial re- 
views, and the number of insolvencies 
continued at a high level, as compared 
with 1929. A total of 490 failures was 
reported to R. G. Dun & Co., against 487 
the preceding week, while Bradstreet’s 
showed a larger increase, reporting 498, 
against 466 the week before last. Dun’s 
tabulation compares with 425 failures 
a year ago, and Bradstreet’s shows 349 
in the same week of 1929. Canadian 
defaults were higher, with Dun’s show- 
ing 46 against 37, and Bradstreet’s 37 
against 36. 

Both reviews point out that the east- 
ern section of the country reported a 
large increase in the number of failures, 
and that the South had fewer of them. 
A further shifting of the failures to 
the businesses employing up to $5,000 of 
capital was noted, the percentage being 
73.4 against 71.2 last week. The num- 
ber of failures in the group using from 
$5,000 to $20,000 of capital also increased, 
standing at 18 per cent, against 17.8 per 
cent the preceding week. 


Dr. Klein Outlines Points For 
Retailers To Watch 


Among the points which a prospective 
retailer should have in mind, the Assis- 
tant Secretary of Commerce stated in a 
recent talk, is whether there is sound 
economic justification for his setting up 
a retail business. He should consider, 
in connection with deciding on a location, 
the proximity of competitors, the nature 
of the surroundings, the conveniences to 
car stops, and the number, types, pur- 
poses and destinations of passersby. The 
nature and extent of the market must 
be measured, store personnel carefully 
selected, and proper attention given to 
making the store attractive. , 

Doctor Klein mentioned the great waste 
and loss arising from injudicious choice 
and careless management of the stock 
of goods carried, and recommended a 
frequent, drastic check-up of stock on 


| hand, with the elimination of slow-mov- 


ing and unprofitable items. Prominent 
among the loss-producing practices he 
mentioned were undue laxity in credit 
extension and the offering of unprofitable 
types of service, such as deliveries over 
too extensive a territory or in too small 
amounts. 


Census Figures Indicate Very 
Little Unemployment 


Unemployment conditions considerably 
less serious than commonly believed are 
indicated by figures compiled by the 
United State Census Bureau from its 
enumeration in April. Statistics cover- 
ing 29,264,480 people in 756 counties and 
75 cities not included in those counties, 





comprising approximately one-fourth of 
the population of the country, show that 
574,647 persons usually having a gain- 
ful occupation were out of work. The 
figures indicate an unemployment of 2 
per cent of the population. 

“T have inspected returns from the 
localities from which these figures origi- 
nate,” Secretary Lamont said, “and they 
appear to be a representative sampling 
of the country. 

“The figures, applied to the whole 
population, would indicate much less un- 
employment than was generally esti- 
mated; these. unemployment figures also 
include normal unemployment of persons 
shifting from one job to another. Since 
the time of this census there has been 
the usual increase in employment in va- 
rious seasonal occupations. 

“The bureau’s figures, however, accord- 
ing to an explanatory statement, cover 
only persons who usually work, but were 
out of work and looking for a job. They 
do not cover persons temporarily laid off, 
which may make a considerable differ- 
ence in any analysis of the economic sit- 
uation. 

“Conditions in the cities, as is to be 
expected, were worse than would be 
shown in figures covering entire counties. 
The seventy-five cities showed an aver- 
age unemployment of 3 per cent, while 
756 counties showed an average of 1.5 
per cent.” 


Employment in Retail Stores 
Has Been Well Maintained 


Returns from 44,000 separate retail 
stores of all kinds in 47 States indicate 
employment in April of this year was 
slightly in excess of that of April, 1929. 
The statement is based on returns for 
the Census of Retail Distribution and 
the information furnished to Secretary 
of Commerce Lamont. Employment in 
April of 1930 was 388,424, as against 
387,034 in April of last year. The stores 
tabulated include 41,446 independent 
stores and 2520 units of chain stores. 
They represent all kinds of business and 
various types of organizations, includ- 
ing single stores, local branch stores, lo- 
cal chain stores, national chain stores and 
some large department stores. 


Wholesale Price Index Declines 
For Week Ended June 28 


A decline of 0.8 of 1 per cent is shown 
by the wholesale price index of the Na- 
tional Fertilizer Association for the week 
ended June 28. 

Five groups declined and three ad- 
vanced slightly. Of the total items, 49 
declined and 16 advanced. The largest 
declines occurred in grains, live stock, 
foods other than fats, textiles and tex- 
tile materials, metals and fertilizer ma- 
terials. 

Based on 1926-1928 as 100 and on 476 
quotations, the index stood at 87.1 for 
the week ended June 28 and 87.8 for 
June 21. 
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Reviews Say Cesmeel Trade Dullness Continued To 


Prevail During Past Week 


Continued quiet in nearly all lines of 
business prevailed during the past week, 
according to the reviews published by 
R. G. Dun & Co. and Bradstreet’s, which 
point out that these conditions are likely 
to persist throughout the summer. Sta- 
bility, it was said, will emerge from the 
current uncertainty, but the readjustments 
necessary are far-reaching and must be 
gradual. 

Dun & Co. say that expectations of 
a business revival will be based on ac- 
tualities rather than hopes as the reali- 
zation of the time necessary for a re- 
covery becomes apparent. The review 
states : 

“A decisive and general trade recov- 
ery plainly remains in abeyance, and 
the opening of summer, while it may be 
stimulating to certain lines, is calculated 
to have the usual influence of repressing 
most industrial activities. Allowance for 
the latter phase should properly be made 
in viewing current trends, yet without 
minimizing the importance of the spe- 
cial retarding forces that prevail now. 
Among those restraints the persistent de- 
cline of commodity prices, carrying some 
basic materials to the lowest levels 
touched in a number of years, is par- 
ticularly prominent, causing deferment of 
orders which might otherwise be placed. 

“When a closer balance between sup- 
ply and demand has been reached, to- 
ward which end curtailment of output 
is working, more steadiness in wholesale 
quotations may be looked for, with a 
consequent strengthening of confidence 
and broadening of operations. The scat- 
tered and irregular nature of gains thus 
far achieved tends to modify their sig- 
nificance, yet a beginning had to be made, 
and it was hardly to be thought that 
recuperation would start in all channels 
simultaneously.” 

Bradstreet’s concurred in this opin- 
ion, saying that the midsummer period 
of dullness seems to be upon business 
as a whole. Speaking more specifically 
of the changes in the various industries, 
the review continued: “A further slow- 
ing of output in steel was recorded, with 
exceptional activity in pipe buying and 
heavy structural material evidently more 
than offset by reduced takings of auto- 
mobile steel and other forms in which 
seasonal quieting is to be expected. 

“Some exceptions to the general quiet 
tone of things commercial were found 
in the steadiness of many grades of wool. 
Some of these re-echoed in a more op- 
timistic feeling in worsted fabrics, the 
activity already noted in buying of pipe 
for carrying gas or oil, and flour milling, 
where lower wheat prices are thought to 
have facilitated export sales. In the 
manufacture of bathing suits several mar- 
kets note activity, whereas other knit- 
wear and hosiery has tended to quiet. 

“In the industries the former quiet in 
soft coal continues, with Lake shipments 
not large enough to offset reduced buy- 
ing by industrial users. Furniture manu- 
facturing at leading southern points par- 


takes of the quiet reported in cotton 
manufacturing, in both of which part 
time is quite general. Lumber reports 
from the Pacific Coast are of large stocks 
foreshadowing shutdowns of operations, 
while in hardwood sections sales and op- 
erations were well below normal.” 





Paint Pigment Sales Increased 
$1,700,000 In 1929 


Total sales of pigments during 1929 
amounted to 734,207 short tons, valued 
at $99,604,386, as compared with 724,459 
short tons with a value of $97,974,345 
in 1928, a gain of about 110,000 short 
tons and $1,700,000. Most items on the 
list showed increases, with red _ lead, 
litharge and lithopone outstanding. The 
first of these showed sales of $7,586,- 
543 last year against $6,816,876 the year 
before, a gain of roughly $770,000, while 
the second showed respective values of 
$13,807,087 and $12,872,730, a rise of 
about $935,000, and the last sales of 
$19,773,864 for 1929 and $19,073,914 in 
1928, a gain of almost precisely $770,000. 

There was only one item on the list 
to show an outstanding drop under the 
previous year, white lead in oil. Sales 
of this fell from $24,553,989 to $23,679,- 
875, a loss of almost $900,000. Zinc 
chloride, 50 per cent baume, rose in the 
quantity sold but dropped in value from 
$1,706,222 to $1,351,925, a loss of nearly 
$400,000. White basic lead sulphate sales 
decreased in volume but showed a gain 
in value. 

A further survey by the Department 
of Commerce revealed that of the total 
sales of 147,031 short tons of white 
lead dry and in oil, 136,526 went to the 
paint trade, and 4246 to porcelain manu- 
facturers with the rest going into mis- 
cellaneous channels. Of the 43,021 short 
tons of red lead sold, 25,689 were taken 
by storage battery makers and 11,855 
by the paint trade. The total sales of 
206,315 short tons of lithopone repre- 
sented 150,804 to paint, varnish and lac- 
quer makers, 37,506 to the floor covering 
and textile people and 7176 to the rub- 
ber trade, while of the 87,916 short tons 
of litharge bought, 37,160 were taken by 
makers of storage batteries, 13,615 by oil 
refiners, 8663 by the pottery trade, 8112 


by manufacturers of chrome pigments, |! 


and 6651 by rubber people. 





Bank Clearings Show Decline In 
Comparison With Last Year 


Bank clearings in the United States 
for the week ended June 26, as reported 
to Bradstreet’s Journal, aggregated $11,- 
607,142,000, as against $13,082,429,000 
last week and $11,893,333,000 in this 
week last year. There is here shown a 
decrease of 11.2 per cent from last week 
and of 2.4 per cent from the like week 
of 1929. Canadian clearings aggregated 
$325,383,000, against $347,748,000 last 
week and $290,344,000 in this week last 
year. 





Bakatax save your time by show- 
ing the tack size on the end of 
each individual box. There it is 
for the consumer to see without 
tearing open half a dozen boxes 
to find what he wants. And the 
modernly designed Bakatax dis- 
play box looks well on a promi- 
nent counter or table where it 
will remind consumers that they 
need tacks. Bakatax are rust re- 
sisting, sanitary and attractively 
blued. Just send a card giving 
your name and your jobber’s 
and you will receive samples 
of Bakatax. Geo. Baker & Sons, 
Inc., Brockton, Mass. 


SUL LLLLLGLELEL 
Sead fora FREE SAMPLE 


| 
| 















































Now 


More Than 
Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 
sistently. Every impor- 
tant price change in the 
trade is recorded in these 
columns weekly. 


The MARKET REPORTS 
as found in HARDWARE 
AGE are the most au- 
thentic published. 


Use them as a buying 
guide. 
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RIXSON JUNIOR 
DOUBLE ACTING 
FLOOR CHECK 




















Also wins in the 


Blindjold Test 


By its Quiet Action you can Recog- 
nize this Check with the Ear alone 


You won’t need a spectacular blindfold test to 
sell the “Rixson Junior.” But it is significant 
that any hardware dealer can spot this sturdy 
check with his eyes shut, just by listening while 
it closes a door. The absence of annoying flip- 
flap as the door comes to rest positively and silent- 
ly in one swing is the only clue he needs. The 
name “Rixson” on the box is also sufficient clue 
to the quality inside, to make selling easy. Your 
recommendation of “Rixson Junior” for all light 
interior doors is warranted by its performance, 
its reputation and its maker. 








THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, III. 
New York Office: 101 Park Ave., N. Y. C. 
Los Angeles 


New Orleans Winnipeg 


Atlanta 


Philadelphia 




















Builders’ Hardware 


Casement Operators & Hinges | 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders | 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 


| different approach is made for this patronage. 
| school coach usually purchases the equipment and very 


Developing a Virgin Market for 
Sporting Goods 


(Continued from page 31) 


different plants for supremacy in each sport is hotly 
contested, which intensifies their interest. 

Twilight baseball games between teams representing 
different manufacturing plants are very popular at this 
season of the year. Such games begin at 5.15 p. m. and 
seven-inning games are played. Players are permitted 
to leave their work fifteen minutes prior to quitting time 
in order to permit them to don their uniforms and pre- 
pare for the game. Interest of most employees is espe- 
cially intense in the ball games, particularly those between 
women baseball teams. It is said that the more sports 
which are included in the plant program the more gen- 
erally the employees will become interested in some 
phase or phases of sporting activities. For this reason it 
is best to have a widely diversified program of sufficiently 
wide appeal to young and elderly of both sexes. For 
less youthful employees marbles, horseshoe pitching, 
croquet and soft ball take the place of more strenuous 
games which appeal to the more active and agile. 


How They Enter into the Spirit of Games 


The personal factor is*probably the most important 
factor in getting the sporting goods business from in- 
dustrial plants, according to Mr. McDonald. “Being one 
of the boys” is the greatest asset the dealer can have in 
his favor. Through officiating at the various games, 
performing in amateur theatricals, sponsored by the 
clubs, announcing prize fights and attending every 
event, enough friends are cultivated among the par- 
ticipants in the sports to see that the Roanoke Hardware 
Co. receives first consideration when sporting goods are 
to be purchased. No undue influence is used and none 
is necessary, for the trade is naturally given to the firm 
that has shown a disposition to foster and encourage 
sports and has demonstrated its willingness to aid in 
making every event a success. When the need develops 
for a suitable plot to play certain games, the store has 
lent a helping hand by bringing the need to the attention 
of the-local playground director, who is more than glad 
to comply with any reasonable request. On special occa- 
sions an appearance before the City Council to outline 
the need for a suitable plot of ground for a certain sport 
has had the desired result. Y.M. C. A. or city athletic 
courts and fields may also often be used for the asking 
when needed for industrial games. 

In contrast to school sports, industrial sports require 
more real work “to keep the ball rolling” to retain the 
interest of the employees, whereas schools naturally have 


the team spirit. However, the business to be had from 


| schools for sporting goods is not neglected, although a 


The 
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often they have a decided preference for one or the other 
of the several well known brands of sporting goods. 
The problem of the store is to then convince the coach 
that the brand handled exclusively by the store will 
serve just as well or better than the brand favored by the 
coach. Each individual case requires different treatment, 
but generally speaking an effort is made to win the 
friendship of the coach and to establish a common bond. 
Mr. McDonald says that if he discovers the coach is a 
trap-shooting enthusiast, this will be the main topic of 
conversation and only brief mention will be made of 
the business nature of the call until the opportune time 
arrives. By that time, through further contacts, a 
mutual bond will have been established and the coach 
will be in a receptive mood to listen to reason. Explain- 
ing that it is impossible to do a big business in sporting 
goods unless an adequate and complete stock is carried, 
Mr. McDonald declares that the store is well prepared 
to supply every local need so far as sporting goods are 
concerned. 




















How to Use Color in Window Displays 


H. W. Butterfield, display director of the Brooklyn 
Edison Co., before a Show Window Display School in 
New York gave the following six rules for applying 
color to displays: 

1. Focus the color to the main product in the dis- 
play. 

2. The focus point does not always need to be in 
the center of the window. 

3. Window displays can be made to appear changed 
by merely changing the color schemes. 

4. A variation of height in the construction details 
adds to the effectiveness of colored window 
displays. 

5. Never use more than one primary color in the 
scheme of the window display, but as many 
tints, shades and secondary colors of this color 
can be used. 

6. Use the same colors that manufacturers specify 
with their window trims because they have 
studied the problem for each particular product 
and know what colors are best for the season 
and product. 


f 




















They 
PPEFER 
Wis trowel 


“TI want a Marshalltown Xtralite Trowel.” 
Every day hundreds of hardware merchants 
hear these words over their counters. This 
is preference—the preference that comes 
from undisputed leadership in quality—ser- 
vice and up-to-date features that craftsmen 
are quick to appreciate in the tools they use. 
“Marshalltown” on a trowel, to the plasterer, 
is the same as “Sterling” on silver. 








cre shire 


First to introduce the light weight aluminum 
alloy mounting. A trowel 25% lighter—so 
perfectly balanced that it vintorans miracles 
in relieving that tired wrist and arm. Blade 
of finest crucible spring steel—holds a true 
edge and tempered to give long service. 
This is the Trowel your customers are ask- 
ing for. Why try to satisfy them with any 
other make. Send for latest catalog. 


MARSHALLTOWN TROWEL COMPANY 


Marshalltown, Iowa 


AULA 
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How to Operate the Retail Group Sales Bonus Policy 


(Continued from page 25) 


$5, the salesman receives $5 bonus that month. There 
is the immediate incentive to keep that cost-per-dollar 
sale down and that can only be accomplished by increased 
sales. The question immediately arises, “Why this com- 
plicated method when an average sale could be determined 
and a bonus paid on that?” The following part of the 
policy will answer that. Let us say this particular sales- 
man, whose card is illustrated, receives a bonus for nine 
months during the year. Having received a bonus for 
that period of time, he predetermines an increase in his 
salary. His sales remaining the same, it will follow that 
on a new salary, the cost-per-dollar sale will increase. 
And again the salesman must produce a correspondent 
volume of sales to the increase in salary to be par or 
average, or an extra volume above that to receive a 
bonus and to determine an increase for the following 
year. 

The development of the policy this far would apply 
to a plan ior the individual. The policy however, has 
to do with the entire store salesforce, or where the store 
is operated on a department basis, with the department. 
Instead of considering the average cost-per-dollar sale 
of the individual over a period of a year, the average 
cost-per-dollar sale of the salesforce or department force 
is considered. When this individual yearly average is 
determined, then an average of the whole sales force 
is determined. For example, salesman A has an average 
of $0.06, salesman B $0.08, salesman C $0.07. Their 


average department average would be $0.07. Instead 
of the bonus being paid on the individual reduction of 
cost, it is paid on the average department reduction of 
cost, i.e., A, B and C must come down in cost $0.01 to 
receive a bonus. A could increase $0.01, B could de- 
crease $0.03 and C could decrease $0.01 and all of them 
would get a bonus paid on 1 per cent because the depart- 
ment cost-perdollar sale had decreased $0.01. Their 
interests are pooled and their efforts are pooled. It is 
easily and readily discerned why there will be a harmoni- 
ous, cooperative method of operation. The star sales- 
man will help the less fortunate salesman. The less 
fortunate salesman will look to the star salesman for 
advice and instruction. Each year will be developing 
the salesman to a point of greater efficiency. The dila- 
tory salesman will be readily discovered. The willing 
and industrious salesman will be encouraged. 

Among the several aspects of this policy which will 
affect the business in a definite way are (a) tendency 
to stabilize and equalize the sales cost in the store, (b) 
decrease the turnover of employees and to build up a 
loyal and permanent sales organization, (c) constantly 
developing the salesforce and its capabilities toward 100 
per cent by using the experience-and increased knowl- 
edge as reflected in the sales effort, (d) definitely pre- 
determines sales costs and systematize the business, (e) 
remove the guess work from operating costs and make it 
a constant rather than a variable. 





make the purchase later. 


window and interior displays. 











dark blue, red and yellow. 


red. 




















239 West 39 St., 











INDIVIDUALITY 


IN 
Emphasize Each Selling Event 


HE little price tickets on the individua| articles displayed in the window of on the interior of 
the store often give the prospective customer all the necessary information to close the sale. 
When we see anything that interests or attracts, the first question that comes up is the price. 
The average person dislikes asking questions and especially when they are not ready to buy. 
the price is given, the sale may be made at once. In other cases, the customer will remember it and 


Plain tickets are better than none but colored border or ornamented tickets have more character and 
individuality, and will help to emphasize each sale event. They are an indispensable link between the 


Few show card writers have the time to make up any number of ornamental tickets and the cost of 
having them made up special for each sale event would be prohibitive. Hardware Age has arranged 
to supply a series of specially designed tickets for each month in the year, the four shown in the 
accompanying illustration being for use during the month of August. 

Design No. 1, featuring the word “‘Sale,” measures three by three and one-quarter inches and is fin- 
ished in three colors, red, green and black. 

Design No. 2 measures three by two and three-quarter inches and is finished in three colors, green, 
blue and red. This ticket is suitable for vacation, outing or sport items. 


Design No. 3 with the words “Keep Cool” is the same size as Na. | and is finished in three colors, 
Design No. 4, featuring the word ‘‘Sale” is the same size as No. 2 and is finished in blue, green and 


Any of these tickets may be purchased through the Hardware Age at One Dollar a hundred. Please 
give quantity, number of design and enclose check with order. Address— 


HARDWARE AGE PRICE TICKETS 


PRICE TICKETS 


When 


New York City 
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SALLEE HANDLE QUALITY 





Ai , Ss - 


A Hickory Master 
in the Field! 





Down the unchopped row—over in the 
thicket behind the fence—all around the 
farm where bushes, trees and stumps are cut 
away, Sallee handles boss the tougher jobs of 
“clearing” ground. Swing by swing Sallee 
hickory scoffs at the slash and burn of root 
and briar and sinks deeper and deeper the 
hoe, mattock, pick or axe that “grubs” away 
the undergrowth. 


Cut from the world’s richest second- 
growth hickory and designed by men who 
know the art of handle making, Sallee 
handles have, for almost half a century, 
stood a better test for gruelling work on 
farms and plantations the country over. 


Handles for every type tool 

—made in standard and 

special lengths — Hickory 
and Oak. 


Write for price lists and grading sheets. 


SALLEE BROS. 
POCAHONTAS, ARK. 















“Years of experience—from tread mill to 
modern plant production.” 








Lifting 


the load 


with a 


Baltzly Truck 


One pull of the handle lifts the load. A re- 
frigerator or stove may be moved in to the 
Show Room with ease. Heavy crates and 
boxes are light for one man when he uses 


the Baltzly Truck. 


Time, labor and energy are saved by the 
use of this light and efficient little lifter. It 
will pay for itself in a few days. Every 
Hardware store should have one. The most 
valuable asset on your pay roll, the lowest 
wage earner in your store. 


Furniture stores, Gas Companies, Electric 
offices, Factories and store houses wiil use 
Baltzly Lift Trucks to move refrigerators, 
stoves and heavy crates. Take advantage 
of the sales opportunity in your city and 
handle these valuable assets to your busi- 
ness. 








The Lowest Price 
Truck of its kind 
on the Market 


ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 
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No. 1740 
The New GRIFFIN 


PERFECTION 
Screen Door Ser 


Improved design, superior quality 







and efficiency at an appealing 
price. Ask for our new folder 
which illustrates and describes 
this latest GRIFFIN product. 





E RIE, PENNS UV ens 
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Priscilla Lawn Sprinkler 


Leyse Aluminum Co., Kewaunee, 
Wis., manufactures the Priscilla lawn 
sprinkler, made of heavy, hard aluminum, 
with special reinforced bottom. Hose 
connection is standard size and is made of solid aluminum. Sprinkler 
holes will never corrode, closing up the holes. There are no mechanical 
parts to wear out or get out of order. It may be moved without 
injuring the turf and without danger of upsetting. This sprinkler is 
packed in lots of six in attractive two-color display carton. The sug- 
gested retail selling price is $1.00. 





Frankson Household Stool 


Frankson household stool is offered 
by Frank & Son, Inc., 160 Fifth Ave., 
New York, and is combination kitchen 
stool and step ladder. Seat becomes 
ladder by flipping back top. Equipped 
with double bracing steel rods, rubber 
tread and seat locking device. The 
treads are big enough for support of 
entire foot. Durable and washable 
finish. Prices to dealers: ivory shaded 
with green and antique maple lacquer, 
$31.20 doz.; white, green and blue 
enamel, $30.00 doz., all f.o.b., packed 
in single cartons. 





Table Tray 
and Smoker Sets 


Stanley combination 
card table trays and smok- 
ers’ sets are composed of 
two trays, novel cigarette 
dispensing jar and four at- - 
tractively shaped ash cups. 
When cover is lifted, dis- 
penser automatically 
spreads cigarettes fan- 
wise, making them easily 
accessible. Trays are designed to clamp. on the corners of a table 
Combinations are available in verdi green, black, blue, rose, yellow, 
orchid and Chinese red shaded at edges, with silver and verdi green 
and old ivory shaded at edges with tan. Apple green and Chinese red 
shaded at edges with black are also available as are other combinations 





on order. Tihese sets are produced by The Stanley Works, New Britain, 
Conn. Suggested retail selling price is $3.00 for complete set in any 
finish. For the individual pieces suggested retail prices are trays and 


jars $1.00 each and ash cups 20c each. 


Kitchenette Sets and Spring C Cake Pans 


Geuder, Paeschke & Frey 
Co., St. Paul Ave. & 15th 
St., Milwaukee, Wis., of- 
fers the Cream City Ware 
kitchenette sets and 
heart shape cake pans. 
The cake pans are 
equipped with spring sides, which are released by means of a clamp, 
enabling easy removal of cake. Offered in 92 in. style and 12 in. 
size, packed in attractive display box, 
to retail at the suggested prices of 
$1.00 and $1.25. The kitchenette set 
is for use in refrigerators, of the me- 
chanical type, for the storage of fruits 
and vegetables. It may also be used 
for serving and cooking of foods 
Dishes nest in each other, taking very 
small space. They are available in 
green, blue or yellow, with one de- 
tachable wire handle, and packed in 
attractive display box. Suggested retail selling prices are $2.50 and 
$3.00 for the No. 3450 and No. 0567 sets respectively. 
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Stock These 


SIZES 
12"-14"-18" 


Every hardware store with 
a mechanics’ tool depart- 
ment should stock Porter 
Cutting Tools in these 
three sizes to meet the 
average requirements of 
mechanics, householders 
and auto mechanics. 


Other sizes sell more gen- 
erally in the industrial field 
and are quickly available 
from stocks of leading 
jobbers. 


The range of sizes a store 
should carry varies with 
the store and its trade but 
these three sizes have a 
very general sale. 


If you are not stock- 
ing Porter Tools ask 
your jobber about 
them —or write for 
catalog. 














PORTER ® curne'toos 


H. K. Porter, Inc., 8 Ashland St., Everett, Mass. 
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ALL THAT 
THE NAME 
IMPLIES 


Superior Brand, 
identified by the 
brightly colored 
rooster trade- 
mark, is always a 
quality Hexagonal 
Netting that costs 
no more. Your 
trade will appre- 
ciate it. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 








TINY TACKS CAN 
MAKE LARGE RESALES 


Even so small an item as a 
box of tacks can be filled with 
messages of good will. Atlas 
Tacks and Small Nails are 
sharp, clean-cut items that will 
bring your customers back for 
more. 

A complete line is always 
available in both quality and 
price range. Ask your jobber 
for them by name. 


ATLAS TACK 
CORPORATION 


FAIRHAVEN, MASS. ... ST. LOUIS, MO. 


EEEEEEEEEESAEEES 








Why not 
make REAL money? 


Buying and selling is 
not always the biggest 
profit maker in the re- 
tail business. Cus- 
tomers, as well as mer- 
chandise, need con- 
sideration and study. 
All good store mana- 
gers know the value of 
clever store arrange- 
ment and modern dis- 
play methods. 





Modernizing a hardware 

store is not expensive,—yet 

it invariably produces a 

substantial increase in the have to be told that old fix- 
. tures will soon be a liability 

volume of merchandise and not an asset. Look into 

moved—and volume alone neo testigate — and 


Heller’ Ref: Book 28A 
can produce real profits. will give yeu tang goed 6000, 


HELLE R=. 


700 Bryant St., Montpelier, Ohio 


W. C. Heller & Co. 


Let us help you modernize. 
Why wait for your competitors 
to force the issue—you don’t 


Business 
Building 


Sign in the Margin, cut out 
this ad and mail today. 
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Nu-Way Holder for Steel Wool 


A safe, handy, sanitary holder for use with steel wool is produced 
under the name Nu-Way-Holder. It is a rubber container fitting hand 
comfortably, enabling use without user touching the steel wool. Sug- 





gested retail selling price is 15c for one holder and single insert of 
soaped steel wool. Refills are packed three in a box to sell for the 
suggested retail price of 10c. Newark Products Co., 27 Elizabeth Ave., 
Newark, N. J. 


Card Partners 
Card Table Trays 


Card Partners card table trays 
are made by the Essential Products 
Co., 144 E. Wells St., Milwaukee, 
Wis., for holding glasses, ash trays, 
candy dishes, bridge pads, poker 
chips, etc. Tray will fit practically 
all card tables having either wooden 
or metal round or square legs. It is 
instantly attached or removed by a 
single movement of the lever. Sets 
of two are available in washable 
colors; red, green and black, wrapped 
in attractive four color gift box. The suggested selling price is $1.00 
per set, east of Rockies and $1.25 west of that point. Price to dealers 
is $7.20 in dozen set lots and $6.50 per dozen in gross set lots. 








Premier Handy 
Model 87 


The Premier Vacuum 
Cleaner Co., Cleveland, 
Ohio, has added the 
Premier Handy model 
87, said to be 100% 
more powerful than the 
company’s standard 
model 66. It is a com- 
mercial type electric 
cleaner especially suited 
to cleaning, where more 
than ordinary suction 
and blowing power is 
required. Cleaner may 
be placed on running board or floor outside car. Included in the 
equipment is specially woven dust bag with clip on bag clamp, extra 
long hose, aluminum tool for cleaning cushions, floor and other flat 
surfaces. There is also an upholstery bristle brush that slides on nozzle 
of aluminum cleaning tools and a narrow fiat, cleaning tool for clean- 
ing in corners, along seams and other places inaccessible to the alumi- 
num cleaning tools. East of the Rocky Mountains, the suggested 
retail selling price is $55.00 complete with special automobile clean- 
ing equipment or $50 with less comprehensive cleaning tools. 














Twenty-five Shot Air Rifle 


An air rifle, automatic in action that shoots 25 BB shots is manu- 
factured by the Benjamin Air Rifle Co., St. Louis, Mo. It is the No. 
600, which has army pattern-balance and proportion, walnut half pistol 
grip stock and fore end. The barrel has a gun metal finish, pumps up 


and has a patented automatic feed. It is equipped with peep rear 
and blade front sights and weighs 32 Ibs. Packed in units of three 
guns with display rack and targets. Also packed in single containers 
of one dozen guns in corrugated case with display case. Shipping 
weight about 55 Ibs. 


Quik-Seal Air-Tight Containers 


Container Sales 
Co., Inc., 103 Park 
Ave. New York 
City, offers Quik- 
Seal air-tight food 
containers. These 
containers have clo- 
sure plates or sub 
covers, incorporated 
with lids and rubber 
gaskets, making air- 
tight sealing easy 
and permanent by 
the flick of a finger 
They may be used 
for sealing food- 
stuffs away from 
humidity and kitchen 
steam or for use in 
ice box storage. Con- 
tainers are made in 
two styles: 2 and 3 
qt. glass jars with 
hinged metal tops, 
and 2 and 3 qt. all- 
metal cans with 
hinged covers. The 
2-qt. containers are 
6-in. deep and the 3-qt. containers are 8-in. deep. Special prices for 
July are in effect for introductory purposes. Assortments of: six 2-qt. 
glass jars are offered for 95c. each, suggested retail price is $1.60; and 
three 3-qt. glass jars are offered for $1.10 each, suggested retail selling 
price is $1.90; six 2-qt. metal containers are offered for 60c. each, to 
sell for the suggested retail price of $1.00; and six 3-qt. metal con- 
cake offered for 67¥2c. each, to retail for the suggested price 
of $1.15. 





Oster Guide Grip Clipper 


John Oster Mfg. Co., Racine, 
Wis., produces the Oster Guide 
Grip Clippers in two patterns 
These clippers, when gripped by 
user, automatically guide them- 
selves because of 
the shape of the 
grip. The narrow 
plate professional 
neck shaver is 
available to the 
dealer for $1.25. 
The suggested re- 
tail price is $2.50. 
The __ professional 
barber size clipper 
sells to the dealer 





for $1.80. Suggested retail selling price on the professional size is 
$3.50. anit 
Cream City Camping Sets 
Geuder, Paeschke & 
Frey Co., St. Paul Ave 


and 15th St., Milwaukee, 
Wis., offers this camp- 
ing set, consisting of 
covered pail measuring 
10% by 8% inches, for 
carrying set and napkins 
and tablecloth. Steel 
frying pan, with detach- 
able wire handle, coffee 
pot, cups, saucers and plates are part of the equipment. There are also 
knives, forks and teaspoons. Cups, saurcers and plates are of two 
coated enamelware. Sets are available to sell at the suggested retail 
price of $8.00 and $10.00 for four and six persons, respectively. 


Delta Electric Lantern Prices 


Due to an error, incorrect prices were published in the June 26 issue 
of Hardware Age, in connection with an illustrated description of the 
Delta Buddy Flashlight Lantern. This appeared on page 58. The 
product is made by Delta Electric Co., Marion, Ind. The correct prices 
are: suggested retail selling $1.50 with discounts to dealers 40 per 
cent off in dozen lots and 33 1/3 per cent off for smaller quantities. 
The discount for the larger quantity had erroneously been published as 


50 per cent. 
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RED STREAK HACK SAWS 


“The Blade With The 
Red End’’ 


Demanded by Mechanics and other 
men who cut metal. 

Stock them and you sell Hack Saw 
Satisfaction. 


SIMONDS SAW AND STEEL CO. 


“The Saw Makers” 
Established 1832 
8 Factories 


Fitchburg, Mass. 
16 Branches 

















Granite 
Cutters’ 


Tools and 
Supplies 


Complete catalog on request. 


TROW & HOLDEN CO. 


Barre, Vermont 


Wood 
crews 


Rivets 
Roofing Nails 
Scratch Brush Wire 








THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U.S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
C. M. Baird & Co., Memphis, Tenn. 














WICKWIRE BROTHERS 
GRAY-WICK WIRE CLOTH 


Popular seller. Wire is drawn from Open 
Hearth Copper Bearing Steel % gauge 
OVERSIZE. Resists rust better than or- 
dinary steel wire. 


We control every operation. Electro Plating 
is of 8 to 10% Zinc Coating, heavily enameled 
—a double protection against corrosion. 18 
to 48 in. widths, double selvage. Ask your 


Jobber. 











NSIT 


¥ 
\ 
\\ 


this Fall ! 


Big changes coming in Vacuum Cleaner, Electric Washer field 
i in price—changes in merchandising methods. 
Watch Bee-Vac—for new low prices—new models—entirely 
new and different products. Get your name on our mailing list 
for advance information. 


BIRTMAN ELECTRIC COMPANY 
4144 Fullerton Ave., Chicago, Illinois 

















AY 


VVEVVVDEEDEDD id 





VELUEEPD UPPED EDD DDE taaus 





THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warchouses——New York, Chicage, Philadelphia. 
Western Factory—Dayton, Ohie. 



















carry anice profit 


SN i ei 


Write for Catalogs and Prices ©@ 
The Stewart Jron Works Company, Inc. 







EVERYTHING 
in IRON, WIRE 
» and BRONZE 
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POULTRY SUPPLIES 








Moe’s Automatic Poultry Fountain 





Moe’s Line—Is a high grade complete line of Poultry 
Equipment, Feeders, Fountains, Brooders, etc., at popular 
prices, and nothing better made. It’s a fine line to handle. 
Write for Catalog. 


OEFT & COMPAN 


2305 Davis St. North Chicago, IIl. 





Fastest Seller in the Field! 


Armstrong 
Fully 
Automatic 
Electric 


Percolator 





No levers, clock 
or timing mechanism to set—when coffee is done current is automati- 


New principle of operation, new design, new appeal! 


cally shut off. Makes delicious ‘‘Drip’’ coffee. Base with heating 
element separate from pot. Pot can be washed in water. Stock this 
leader for good profit and quick turnover. List price $14.75 with 
liberal discount. 


THE ARMSTRONG ELECTRIC & MANUFACTURING 
CORPORATION 














Factory 
Huntington, W. Va. 











Sales Offices 
522 Fifth Ave., New York City 


WIRE sores 


“Buffalo” Quality Standard Galvanized 
Hardware Grade backed by 58 years’ ex- 
perience in wire cloth manufacturing. It 
gives the kind of service to your custom- 
ers that means more sales to you. Com- 
plete information and prices on request. 


Write for Folder 83-B 
BUFFALO WIRE WORKS CO., Inc. 


(Formerly Scheeler’s Sons) Est. 1869 
518 Terrace Buffalo, N. Y. 























ARMSTRONG BROS. 


Improved Chain Pipe Vise 


Light, Strong—Fits in tool bag, attaches re. 
One piece (patented) drop forged jaws give full 
support, prevent bending smallest pipe. and 
handle are drop forged, Screw of Alloy Steel, 
Chain—proof tested. 


This Mark Assures Satisfaction 


Armstrong Bros. Hinged Vises are of improved 


desi and superior workmanship. Automatic 

ng, quick action, great str h, conve- 
nient weight. Jaws of hardened tool steel— 
Hooks Drop Forged. 


Write for Free Catalog B-27 Today 
ARMSTRONG BROS. TOOL CO. 
314 No. Francisco Ave. Chicago, U.S. A. 

































“The Hardware Dealers’ Magazine” 
Published Every Thursday 






Issued every Thursd#y by Iron Age Publishing Co. Division of the United Business 

Publishers, Inc., 239 West 39th Street, New York City. Andrew C. Pearson, 

Chairman of the Board; Fritz J. Frank, President; C. A. Musselman, Vice-President; 
Frederic C. Stevens, Treasurer; Arnold L. Davis, Secretary. 


Member Audit Bureau of Circulations; Member of the Associated 
Business Papers. 





EDITORIAL CONTENTS OF THIS ISSUE 


And You Cannot Have Bathing Business Without a 
Bathing Place 


“We Discarded All the Rules,” by John Sell........ 18 
Light Weight Vacation Stuff, by Saunders Norvell... 22 


How to Operate the Retail Group Sales Bonus Policy, 
by R. E. Ormerod 2 


Miniature Golf Provides the Inéentive for the Real 
Thing pa 


Trade Winds, by Llew S. Soule 


Jimmy Burke’s Summer Toy Selling Plan 


How a Roanoke, Virginia, Firm Developed a Virgin 
Market for Sporting Goods, by J. M. Witten..... 31 


I Have Tools I Didn’t Order, by John C. Donovan.. 33 
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Cuicaco: Grorcr F. Massey, 1507 Otis Bldg. 
PitrspurcH: T. H. Gerken, 1319 Park Bldg. 
CLEVELAND: F. L. Prentiss, 1362 Hanna Bldg. 
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Boston: Cuauncey F. ENGLISH, 140 Federal St. 
PHILADELPHIA: HaroLtp G. BLopGeTT, 1402 Widener Bldg. 
CLEVELAND: WiLL J. Feppery, 1362 Hanna Bldg. 

Cuicaco: D. M. ANprews, H. A. Macuire, 1507 Otis Bldg. 


SUBSCRIPTION Price—United States, its possessions, Canada, Mexico, Central 
America, South America, Spain, and its colonies. One year, $3.00; Foreign 
countries not taking domestic rates, 1 year, $6.00; Single copies, 25c. each. 
Subscription remittance shiuld be made by Check, Post Office Money Order, 
Eapress Money Order or Bank Draft, payable to HarpwarE AcE, New York. 
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THE ELASTIC 





370 ATLANTIC AVE, 





MANUFACTURERS OF 


RUBBER GOODS AND SPECIALTIES 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 


TIP COMPANY 





BOSTON, MASS. 














q— ° 





~~} << = 




















We Are Headquarters 
for Washers of Every Type 


Make all kinds and sizes of Wrought 
and Steel Plate Washers. Roll the 
plate =. for the purpose at our 
own works. ave specialized in this 
mtn for over 40 years. Also STAMP- 


Buy from Headquarters and save 
money. Send for 45 page Catalog. 
It contains practical washer informa- 
tion that every dealer should know. 


Wrought Washer Mfg. Co. 
46 South Bay St., Milwaukee, Wis. 
The World’s Largest Producer of Washers 


















































——-| SPEED UP 





SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH - PROUTY COMPANY 
DANVILLE, ILLINOIS 































Additi nal Additio al 
dieles . trofits 
Metal Siding 
Corners KEES CORN HUSKERS 
Window Screen Meet Demand of Farm Trade 
Screen Door They save the wrists from strains, 
Hardware protect the hand and reduce num- 
| rig ber of motions necessary to husk 
| Retpont tes corn. Made of special quality, 
| a cold-rolled steel; nickel-plated and 
| [Lawn and mounted on heavy leather. Worn 
Garden Tools with or without gloves. Variety 
= of patterns to meet demand of all 
Corn Huskers farmers. Write for sample and 
| } and manyother § <#talog. 
| Profitable 
| Specialties F. D. KEES MFG. CO. 
BEATRICE NEBRASKA 
, COLORED 
METAL KEY 
SIGN 





Actual Size 








FR. 


The sign of the 
master locksmith 
who cuts keys with 
the Segal Rectify- 
ing Cutter. 





Segal Lock & Hardware Co. 
12 Warren St., New York City 

















30 per cent 
= longer service 
B- — retails at 

“only 13 perZ 
= centmore.Ray- |, 
O-Vac Extra 







COMPANY 
Factory: Madison, Wis. 

Sales Office: iy s 

20 N. Wacker Drive " 

Chicago s 


"Oeer 
55s 





“S94 p00 














Jimmy- _— i 
Cael 
VLCHEK The largest sell- 
STAR “S” ing “S” Wrench 
Wrench Set Set in the world 












ey 


If VLCHEK TOOL CO. - Cleveland, Ohio. 


_THE WORLD'S LARGEST MAKERS OF SMALL TOC 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 








BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five Limes........--5ee+eeseeeeceece $3.00 
l-Imch Box Display... ......sccccccesccsesseesessesesseeee 00 
Four Consecutive Insertions, 10 Per Cent Discount 








Attention—Hardware Salesmen 


For good, reliable factory accounts in any part of the 
United States, in Hardware, tools, or kindred lines, join 
the N.H.S.A. We protect both factories and salesmen. 
For particulars address Hardware Salesmen’s Service, 5 N. 
Lavergne Avenue, Chicago, III. 








th 








BUYER’S peg pe BS desires contact with a progres- 
sive firm located in the West or Mid-West. Housefurnishings and paint 
experience, which includes stock control and budget purchase systems. 
Schooled in advertising and merchandising; 23 years of age; manager of 
a retail paint store at the present time. Will be available in November. 
Address Box I-867, care of Harpware Ace, New York City 





TEN YEARS’ EXPERIENCE in the retail selling of housefurnishing, 
li ht hardware, window dressing, price card writing and general display. 
on -two years old, married. Immediate consideration, anywhere in the 

. A. Address Box 1-870, care of HARDWARE Ace, New York City. 





EXPERIENCED HARDWARE SALESMAN, 33 years old, Christian. 
Desires to make connection with reliable hardware manufacturer or 
jobber. Traveled Westchester Co., New York, for six years, well ac- 
quainted with buyers. Will be available August 1. Address Box 1-875, 
care of HarpwareE AGE, New York. 





BUILDERS’ HARDWARE SALESMAN with nine years’ successful 
experience, desires new business connection. I have travelled the South- 
west extensively, also parts of the middle west. Good reasons for desiring 
business change. Address Box I-879, care of Harpware AGE, New York. 





HARDWARE CONTRACT MANAGER, | thoroughly 
experienced on all classes of construction work, listing from plans, apply- 
ing specifications and scheduling hardware, open & connection with 
reputable concern. Location no object. Address Box 1-878, 
Harpware AcE, New York. 


BUILDERS’ 


care of 








SALESMAIN—SOUTHERN STATES—Progressive southerner, age 29, 
now in New York wants permanent position in South with highly rated “2 
firm; no side line. Willing to travel extensively. Seven years’ sales ° 
experiance. . Excellent record. Address Box I-873, care of HARDWARE Sales Representatives Wanted 
» New Yor 
Well established house has several territories open on strict com- 
ACCOUN mission come a Salesmen be news —. y Nang Rg A 
TANT—Thoroughly familiar with office rout d th Brass and Rubber Goods, Pipe ings, ahh Haséware 
advanced business practices, which speed os i ve jure, oS who have a following among good Wholesale and Retail Hard c 
yer a conn desires position with concern of responsibility. per ov eg Pea od pa cage Bey FH ess By | 
ress Box 1-877, care of Harpware AGE, New York. § HAE DWARE AGB, New York. —§ 





Executor’s Sale of Wholesale Hardware Business 





The Executors of the Estate of Colonel Thomas S. Hobbs 
offer for sale: 


Hobbs Hardware 
Ontario (Established 1876), 
goodwill*including real estate: 


Offers are invited and will be received until noon, Tuesday, 
July 15th, 1930. 


The Highest or any offer not necessarily accepted. 


Inspection of the property may be “arranged for and in- 
ventories may be seen upon application to: 


THE LONDON AND WESTERN TRUSTS COMPANY, 


LIMITED 
London, Ontario 


Company Limited of London, 
business assets and 














CASH REGISTER FOR SALE. Four (4) drawer, Class 2,000 machine 
made by the National Cash Register Company, in use three years and in 
first-class condition. This machine gives four (4) clerks’ totals, six (6) 
department totals, and five (5) transaction totals. Price on application. 
Address Box 1-864, care of HarpDwarE AcE, New York City. 





FOR SALE—Retail hardware business in the central part_of California. 
— and fixtures $15,000. Splendid opportunity. Established 16 

ears. Rent reasonable. Population 50,000. Diversified 
fr Box 1-876, care of HArpwarE AGE, New York. 


industries. 





FOR SALE—Retail hardware business in New Jersey to close estate. 
Commuting town 20 miles from New York”City. A wonderful opportunity; 
$18,000 cash. Address Box 1-860, care of Harpware AcE, New York City. 


SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Lines... 


l-Inch Box Display. .......---cccccesceessescsescesescvees 
Four Consecutive Insertions, 10 Per Cent Discount 




















HELP WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 








Builders Hardware Department Manager 


Must thoroughly understand estimating and con- 
tract work and be able to figure plans and primarily 
sell and close contracts; write specifications and 
keep fourteen traveling men soliciting and selling 
contracts and Builders Hardware. Give full de- 
tails in first letter as to age, experience and salary 
—_—- all replies will be held strictly confiden- 
tia. 


Address: Burhans & Black, Inc., Syracuse, N. Y. 














BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five Limes............++:+ 3 
Rae Ge Es 60.0 wo coer resanncandsesca beuvecss baad obes 5. 
Four Consecutive Insertions, 10 Per Cent Discount 





ADDED PROFITS DERIVED FROM THE SALE OF GENUIN 

NAVAJO a a _ Indian —— M ¢ ~ 

these rugs each day. i arrangement will made for those 

wd to add this profitable line. Gallup Mercantile y Renee Sn Nee 
‘exico. 





WE ARE LOOKING for several high-grade salesmen calling on the 
Hardware =, and Peay si Trade to sell our complete line of 
Studs, RIVETS, etc. Give —- information relative to experience, 
other lines carried, etc. Address National Rivet Company, Waupufi, Wis. 





SALESMAN—SEVERAL TERRITORIES OPEN FOR MEN CALL- 
ING ON HARDWARE OR AUTO iiontce DEALERS TO SELL 
A NEW IDEA IN A NON-COMPETITIVE, ECONOMICAL HAND 
FIRE EXTINGUISHER. ADDRESS BOX 1-856, CARE OF HARD- 
WARE AGE, NEW YORK CITY 





WANTED—A reliable and successful sales company to sell a new line 
of patented Roofing Brushes and tools to the hardware and roofing supply 





trade. Address Box I-872, care of Harpware AcE, New York City. 
SALES ACCOUNTS WANTED 

Set Solid, Minimum of Five Limes..........0eseeecececeeeces $3.00 

AeImch Box Display... .ccccccccsccccccccccccccccccsevsccce 5.00 


Four Ghaenaiaien Insertions, 10 Per Cent Discount. 








Cc. FRANK NOEL CO. 
305 Manufacturers Exchange 
Kansas City, Missouri 
Our experienced specialty salesmen are continuously contacting the 
hardware trade, drug trade, and jobbers with advertised merchandise 


in Iowa, Nebraska, Kansas, Oklahoma and western Missouri. Do 
you need real sales representation? 

















SALES AGENT, calling on the Hardware Jobbers in the Southwest 
five times a year, is desirous of another line. Any information cheerfully 
given to interested reputable manufacturers. Address Box I-874, care of 
‘Harpware Ace, New York City. 
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INDEX TO ADVERTISERS 


























THE ADVERTISERS INDEX is published as fi and not as & part of the advertising contract. Every care will be taken to index correctly. 
lure to insert. 


No allowance will be made for errors or fail 
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A De Laval Separator Co.......--- —j]Klein & Sons, M.........+++++- — | Robertson, Arthur R. ........-- 
Addison-Leslie Co. __ | Delta Electric Co..........5-+6+ — | Kohler Die & deicinbig eee — | Robinson, Edward E..........-+- 
Allen, L. B., Co., —. | Deming Co. .....cccccccccccces — | Kokomo Stamped Metal Co...... — | Rose, Frank, Mfg. Co........-- 
Alliance Mfg. Co. __ | Deniston Co. ........002-eeeees 11 | Kraeuter & Co........--eee--es —| Rose & Bros., W......++++++++: 
Allith-Prouty Co. 71 | Devoe & acne Or rire — Rotax Company, Inc. on 
Almo Trading & Imp. Oo........ SEE Bea res sak gusincecs soe = L Roth, Otto, Inc..... cs 
American Chain Co. ..........-- 7 | Diamond Calk Horseshoe Co..... — |Lamson & Sessions Co.........- 2| Ruby Chemical Co..........+--- 
‘American Fork & Hoe Co........ — | Diets Oo., BR. BW... cccceccsscess — |Landers, Frary & Clark........ — | Rugg Mfg. Co........---+s-- ees _ 
American Gas Machine Co....... __ | Disston & Sons, Inc., Henry —I|Leyse Aluminum Co........... — | Russell, Burdsall & Ward Bolt & 
‘American National Co. ......... __ | Dixon Crucible Co., Joseph. . — | Libbey-Owen-Sheet Glass Co..... -- Nut Co. ...--eececceeeevecces 
‘American Ring Co...........--- __ | Domes of Silence, -Inc...... .. 74] Lionel Corp..........eeeeeeeees —| Russell & Erwin...........-.- 
‘American Saw & Mfg. Co........ __ | Duluth Show Case Co.........-. — | Lufkin Rule Co...........-...- — 
‘American Screw Co. ..........-. __ | Dux Dishmop Co. ........-..---++ — | Luther, Inc. ......... fosccccces _ s 
‘American Sheet & Tin Plate Co.. 3 E M Sacks, Inc., Louis..........--- 
American Stainless Steel C ae eo eee eer 
American Steel & Wire C a. | Hagle Lock Oo. ....cccccsccsees — | McCarthy Mfg. Co..........+..- — |Samson Cordage Works......... 
American Swiss File & Tool Co.. 58 Bagle-Picher Lead Co........... — | McKinney Mfg. Co...........-- — | Sapolin Co Ot 
American Telephone & Telegraph ME EL OR cicccneseccnces =) ee A ee — | Sargent & CO........-.eeeeeeee 
ie ets ee ea, __| Eastern Tool & Mfg. Co......... — | Malleable Iron Fittings Co....... — | Savage Arms Corp......--.--+++ 
American Thermos Bottle Co..... __ | Eclipse Machine Co...........-- — | Mansfield Tire & Rubber Co.... —| Schatz Mfg. Co.......--+--++++ 
American Weekly ......-....... ~_ | Edison Lamp Works — | Marshalltown Trowel Co........ 63 | Schlage Lock Co..........-+-+++ 
‘Anti-Borax Compound Co........ a> 66 eee , cow SRO OOD So. 5 o.s.6 1s 0 0080 — | Schrade Cutlery Co...........-- 
Me EM OOS sons ccosc kc cces 65 | Egry Register Co............... — | Martin Varnish Co.............. — | Segal Lock & Hardware Co...... 
Armstrong Bros. Tool Co........ 4G) SOME TU Oe nce c sec cec ces 71 | Marvel Rack Mfg. Co., Inc...... —|Seth Sales Corp.........+.++++: 
Armstrong Electric & Mfg. Corp. 70 Electric Cutlery Co...........-. — | Master Metal Products, Inc..... —_| Shapleigh Hardware Co........ 
Armstrong Mfg. Co. ............ — | Blectric Soldering Iron Co....... — | Maydole Hammer Co., David..... 59 | Sheffield Bronze Powder & Sten- 
‘Associated Factory Distributors.. — | Empire Level Mfg. Co........... a ee a ee — CHL CO. pee cece cece cece eeees 
ry ag ag ge, ir, EE 14 | Estwing Mfg. Co............... a SO eae — | Shelby Spring Hinge Co......... 
Atlantic Products Corp.......... 13 | Evansville Tool Works.......... — | Meisselbach Mfg. Co., A. F...... — | Sherman Mfg. Co., H. B........ 
wees ae Cl. oc ec ee a SR. ee — | Milwaukee Brush Mfg. Co...... — | Silver Lake Co.........-.--++. 
Sites WOR OUD ics 60s occwess ve 67 | Eversharp Shear “eee —| Milwaukee Stamping Co......... ___ | Simmonds-Worden White Co..... 
Atomister Corp. .............6. no Monarch Mfg. Co., The......... _._| Simmons Hardware Co.......... 
¥F Moore Push-Pin Co...........-- __ | Simonds Saw & Steel Co........ 
B Fairbanks MRA oe atria eae 4 — Twist Drill & Machine Co. — | Simonsen, epee 
™ airmount Tool & Forging Co... — | Murphy Sons Co., Robert........ aw F Stree B WOR nc ccc ic ccccces 
oe Re et ee ee — | Farrand, Inc., Hiram ging pai. 74 | Murphy Varnish Co............ __ | Smith Co., Wellington J........ 
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That Name 


‘“FAIRBANKS” 


—On a 
Hand Truck 
Push Cart 
Fibre Car 
Wheelbarrow 
Wheel or 
Caster 

is Your 
Guarantee 
for the 
Quality of 


he Produc ’ ; | 
—— Thats the Rule 1 like to Sell/ 
heap The FARRAND RAPID RULE 


t 
Ss and Back of The original Flexible-Rigid-Concave Rule 
“It’s a pleasure to demonstrate it—and it’s a profitable 


The F AIRBANK S Company item to sell. Every one we sell makes a friend for our- 


BOSTON NEWYORK PITTSBURGH eT 


Distributed through wholesalers 
Manufactured by 














Factory—Rome, Ga. 
SOLD BY JOBBERS EVERYWHERE 


Write for our New 128-Page Catalog. HIRAM A. FARRAND, Inc., Berlin, N. H. 














POULTRY NETTING 
Galvanized Before and Galvanized c/fter Weaving? 


Keep D19 DOMES of GOO 
SILENCE Display Cabinet yy NX V4 

on your counter working 
for you. 





It pays good dividends on 


the small space it oc Cm 


cupies. 


Contents costs f and Profit with 


dealers $3.00. 
Sells for 
$4.80. a 
Gross sets 
cost $9.00. UALITY 
Sell for Product 
4 








- =jalle 


If your Jobber 
cannot supply 
you—write 
us direct. 


We also make all 


grades of Sliding 
Casters, Pin € Look for the tag, carrying our name, at the end of every roll! 


Slides, Felt Slides, eg = A 
Radio Felt, Feet, >> . c = The Gilbert & Bennett Mfg. Co. 
Insulated Slides, ‘ Q “J! Established 1818—Americe’s Olden Woven Wire Pectory 


etc. 





y “ WIRE CLOTH, NETTING and FENCING 
DOMES of SILENCE, Inc. ip BIE Galvanized Steel Wire Cloth in all Meshes and Ganges 


21 Pearl Se. New York City OUR PACKAGE te LH Mew York City Georgetown, Conn. Chieage Kances Cy 
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Sete 


No. 246B Rifle Cleaning Brush No. 248 Bristle and Brass Wire 
25-50 Cal. Shot Gun Cleaning Brush 







» bb bb be 
ee Every Shot Gun 



















Ne, 1418 Brgy Rie Cloning Ro and Rifle Needs Cleaning 








When you sell these products that’s the 
logical time to impress upon hunters and 
trap shooters the importance of keeping the 
barrels of their firearms clean and free of 


corrosion. 








Such a reminder usually sells them UNION 


Hardware Cleaning Rods and Brushes which 


Genuine Tomlinson Cleaner 
8-20 Ga. fa : 
prevent and remove all pitting and corrosion. 


The UNION Line includes Gun Implements 


for all requirements—all popular sellers. 


U. H. CO. CLEANERS 


SHOT-GUN FIELD CLEANER Ask your Jobber to supply you. If he can- 







not—write to us and we will refer you to 


the nearest Jobber who will. 








Send for Catalog No. 3. 















Consists of a regular No. 248 Bristle 
Brush attached to a cord, with a weight 


on the other end for dropping through Aa 
the gun barrel. HARDWARE COMPANY ) 


Reg. U. S. Pat. Off. 








Established 1854 Incorporated 1864 
i meesiannspnioemmnenn ome J TORRINGTON, CONN. 
New York Office 151 Chambers St. 





Mi =<<<<° “OO phy hh hdd ARR RRRRRD 





No. 95 Shot Gun Cleaning Rod and 
Implements 
10-28 and .410 Ga. 


Micrometer 
Combination 
Powder and 
Shot Measure. 


No. 161 Loading and Cleaning Set 
Ga. 
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WOOSTER DEALERS: 


Let us put you down for one of these new 
“Ted the Tester” cutouts . . . the latest 
special sales helps that you get FREE, if you 
are a registered Wooster Dealer. It’s strik- 
ing, colorful, arresting . . . a perfect tie-up 
for making Wooster’s national advertising 


dollars work for you. 


BACKED BY ADVERTISING 


We want Wooster Registered Dealers to 
make more money. That’s why we back 
this leading brush line with sales helps and 


national advertising. 


BE A REGISTERED 
WOOSTER. DEALER 


If you handle Wooster Brushes but have 


never registered, do so now. Get other 





Wooster Sales Helps as they are issued. 


THE WOOSTER BRUSH COMPANY 
WOOSTER, OHIO 





“‘Makers of Fine Paint Brushes for 79 Years” 


Please put our name on the Registered Wooster Dealer list to receive all sales helps. 


Please check for ‘*Ted’’ cutout 
( ) Send the new “Ted” cutout. . . . No charge, of course. 


ee er ry nee ee rere wet SE A PSI 


EO ELLE ee eee CTE Te EET E LT TTT EP See De 


RS i lang he ac charg Rael yee Ph Guse eM, in | Eiahohtdepn ORME ENR RIC Re ae 8 hte 


Get one of thes 








ister”’ 
on @ 


»and not 
im, Out. 
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